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siastic about the consistent “‘call-trade”’ they have ad 
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built up for the merchandise displayed thereon. tively 


4 proven success—they are available in a wide 
variety of interesting poses with latest hair-do’s 
and smart new finish. For Mannequins that: build 


sales in your store... 


remember KORRECT-WAY?! 





> They have smartness 


KORRECT-WAY Mannequins are a 
sound investment because their 
beauty and smartness are as lasting 
as the years are long. 


p> They are painstakingly made 


KORRECT-WAY Mannequins are 
pridefully reproduced by master 
craftsmen—and because perfection 
is KORRECT-WAY’S code, these 
lovely figures infuse displays with 
an air of charming femininity. 


p> They have a REPUTATION 


The KORRECT-WAY trademark is 
recognized all over the nation as 
today's leading symbol of manne- 
quin perfection — Mannequins in 
which beauty is more than skin deep! 
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windows and interior. 
They are easily cut to 
size, mounted ... on 
wallboard or panels 

. on walls, on posts 
or on window back- 

unds...with wall- 

per paste, staple 
_ or tape. Treat 
large areas effec- 
tively... at little cost. 
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X-2009—"'Modern Santa” 30x90”. Tones X-2003—"‘Deer and Snow Flake” 30x 
of fusia, green, red, gold and white against 90”. Eight beautifully blended colors, deep 
light blue background illustrate this lively sky blue and red predominating with tones 
PRP scr iatia seahcatstncaveectn nciortcoetnredianeaes Eo. $5.95 of fawn and white____________ Ea. $5.95 


~L. STENSGAARD & ASSC 


#906 —'‘Christmas Bell’’ 30x90”. Bells 

Seld color against midnight blue sky 

ese with a galaxy of stars. Use with 
0 
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Sculptured Hi-Relief Effect comura 


Ref. U.S. Pat. Off. (Commercial Mural) 


Screen Processed in Rich Oil Colors on Flexible Comura Stock 





X-2005 —‘‘Merry Christmas” 15x90” Greeting illustrated with stars against deep blue background. Rope and 


Ea. $3.75 





X-2008 —''Glowing Christmas Candles 
30x90”. Six warm halftone oil colors, shade 
blue background frames lighted candles a 
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PRACTICAL 
EFFECTIVE 
FLEXIBLE 
INEXPENSIVE 


Because of printing li 
itations, thesereprod 
tions cannot do justi 
to the true beauty 
the actual materia 
They are in beauti 
color. Order with co 
dence...Order early 
Avoid disappointme 
..Quantities on so 
designs are limited. 
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Pass This Issue Along OUR NEXT ISSUE THE COVER 


You get the most value from DISPLAY In addition to the regular features, the October 
WORLD when you share it with others. See issue of DISPLAY WORLD will be replete with out- 
that it reaches other executives of your organi- 
zation and the members of your department. 


The display shown on this month's cover won 
first prize of a $100 War Bond in a contest 


standing Christmas displa hotographs, sketches, 
g a sis sponsored by Harper's Bazaar for the best win- 


and ideas in general—covering the old-fashioned ‘ 
dow promoting enlistment in the Women's 


m4 
} | 
} 


Christmas, which promises to be the most generally 
used motif this year, the patriotic, and religious Army Corps. The contest was in honor of 
types of holiday display. You'll find ideas and ‘Molly Pitcher Day." The display is the work 
suggestions in profusion in this big issue in the mail of Guy Malloy, Neiman-Marcus Company, 


October 15. Dallas. 
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Ox the battlefields, on 
the high seas and in the 
air, our men are “saying 
it” with their lives---here 
on the homefront the 
least we can do is to 
“say it’ with re-doubled 
personal war effort, with 
more and more of our 


personal dollars. 


| Back the Wack / 
| Buy Wore Wier Borda 


JAS. B. WILLIAMS, INC. 


498 Seventh Avenue, New York 18, N. Y. 
































ABOVE TWO PATTERNS 


-913—Glacier Field— 
. $919—Frost Sprays— 
. 920—Snow Streamers— 3’x8’.. 


No. 930 
STARS AND STREAMERS 
3’ x 8’ sheet 
3’ x 24’ roll 


ABOVE FOUR PATTERNS AVAILABLE ON RED, GREEN, 
BLUE, AND BLACK BACKGROUNDS. 


$ 4.50 
. 12.75 


BACKGROUND ONLY. 


NOT ILLUSTRATED 


3°x8’. .$ 
3’x8’.. 


. 929—Snowed Shingles— 3’x8’.. 
. 934—Snow Swirls— 3‘x8’. . 
. $43—Snow Field— 3°x8’.. 
. $44—Snow-swept 

Flagstone— 3'x8’.. 


3.75 
3.00 
3.00 
3.00 
3.00 
3.00 


5.25 


No. 
SNOW BANKS 
3’ x 8’ sheet. 

o x 26° ou... .. 


No. 946 No. 910 
ICE FLOES THE STORM 
3’ x 8’ sheet $3.00 3’ x 8’ sheet.. 
3’ x 24’ roll 8.25 3’ x 24’ roll 


947 








. $3.00 
8.25 


SPECIFY COLOR 
DESIRED WHEN ORDERING. 


3°x24’.. 


3°x24".. 


3’x24’.. 


3°x24’.. 


3°x24’.. 


3’x24’.. 
3’x24’.. 


No. 924 No. 927 

HOLLY LEAVES FESTIVAL 
Green leaves with red ber- Balloons of red, green, 
ries, covered overall with gold, blue, and. black. 
white streamers. Streamers of red and blue. 
3’ x 8° sheet $ 4.50 3’ x 8° sheet 4.50 
3’ x 24° roll . 12.78 3° x 24’ roll. . 12.75 


AVAILABLE ON WHITE 














TIMBERTONE 


CREATES NEW HOLIDAY HEADLINERS WITH 
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This revolutionary material, with all the glitter and sparkle of real 
ice and snow, produces the most amazing effects the display field has 


ever known. 
every type of holiday merchandising. 
displays will stop the busy Christmas shopper. 


SNOWTONE is quickly installed . . . just a tack here 
on walls and floorings of windows, in interiors and 
posts or ledges. 


There is a pattern for every need, for every store, and 
SNOWTONE’S use in your 


and there... 
showcases, on 





SNOWTONE BLOCK 8” x 10” x 16”. A hollow paper-board block, light 


in weight yet sturdy enough to sustain approximately 50 pounds. 


sides with sparkling Snowtone. 


Covered on all 


Weight 14%, pounds each. Packed six blocks to a carton. 


6 Cartons (36 blocks) or more......... $10.50 per carton 
ROBO TN cose ecb vaev ec cisiescee’ $12.00 per carton 
Shown on background: Snowtone No. 917—ICICLES. 


> x 0 oeet......5% $3.00 


STERN BROS., N. Y.—Center panel made of No. 917 


(ICICLES). Also shows use of SNOWTONE BLOCK. of No. 910 








S SOM OM. 2.66504 $8.25 





R. H. MACY & CO., N. Y.—Entire background made 
(THE STORM) tacked side by side. 








Write Us For Samples and Name of Authorized Jobber in Your Vicinity 


TIMBERTONE DECORATIVE CO., INC 


15 WEST 24TH ST. 
« NEW YORK 10. N. Y. 
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DISPLAY WORLD 


Promotion 


Clicks With Disney Tie-In 


When one takes the drawing power of 
Major Alexander P. de Seversky’s book, 
“Victory Through Air Power,” and combines 
it with that of Walt Disney’s motion picture 
of the same name it all adds up to the 
basis for a War Bond promotion that can 
be counted on as a success even before it 
starts. 

The four photographs illustrate how this 
theme was successfully employed by Carson 
Pirie Scott & Co., with four windows given 
over to the bond campaign. Each window 
features scenes from Disney's picture, which 
was of course a natural tie-in with our slo- 
gan: “Bonds Buy Bombers!” With every 
bond purchased, the store presented the 
buyer with a ticket to the opening night of 
the show, and after the opening we gave a 
global map with each bond purchase. 

An interesting feature of this promotion 
is the fact that this marked one of the rare 
occasions on which Carson's permitted the 
store’s windows to remain unveiled on Sun- 
day, something which practically never hap- 


B. J. W. CAMPBELL 
Carson Pirie Scott & Co., Chicago 


pens. But in this case it was felt that a 
departure from established custom was jus- 
tified, and the State street crowds which 
gathered before the windows on Sunday 
added greatly to the total circulation the 
displays achieved. 

The displays themselves were produced by 
W. L. Stensgaard & Associates, Inc., Chi- 
cago, for Walt Disney in connection with 
the motion picture. Several sets of the dis- 
plays are being shown throughout the United 
States by leading stores, being scheduled to 
“break” just in advance of the local opening 
of the picture. 

In the first window, Uncle Sam dominates 
the background, holding a six-engined plane 
as if ready to hurl it at the enemy. The 
fighting American eagle, which was used in 
each window, hovers over the card reading: 
“For Victory we need more planes ... Buy 
UL. S. War Bonds and Stamps.” 

The next display showed how aviation 1s 
girdling the globe at present and gave an 
indication of things to come with the state- 





ment: “Your two weeks vacation will take 
you to China, Russia, India and return 

with plenty of time for sight-seeing. 
Your purchase of War Bonds will speed 
Victory and make World Air Travel a Real 
ity.” 

The American eagle in the next display 
was shown attacking the Japanese octopus 
holding a large part of the world in its 
grasp. Clouds of war planes in the form 
of cut-out eagles were shown in ascending 
perspective, rising from the right to join 
the fight. 

The fourth display was based on the 
showeard copy: “The bombing of German 
dams to eliminate the vast industrial cen 
ters was advocated by Major de Seversky 
in his book published over a year ago.” 
Through a bombsight appeared a dam, burst 
ing under the impact of falling bombs. Re- 
lief models at the right showed a bomb 
penetrating the water behind a dam, the 
explosion, and the crumbling of the dam 
itself. 
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“This Year You'll Live in Your Skirt 
Wardrobe” was the pronouncement chosen 
by Display Manager Joseph Dultz to ac- 
company a display at Bloomingdale's, as 
pictured on the opposite page. The setting 
had a stage-like quality heightened by the 
use of a wine-colored velvet curtain which 
was dropped to reveal only the skirts to the 
casual spectator. However, that phrase is 
wrong, for there just weren't any casual 
passers-by; the “peep-show” appeal of the 
display so intrigued the interest as to carry 
one right up to the glass where, with a bit 
of head movement, the complete costumes 
could be viewed. 

Six mannequins were posed across the 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


platform, which was finished in a light wood 
paper, and the background panels were 
brought to the foreground, thus cutting the 
natural depth of the window. Price cards 
were placed by each mannequin. The styles 
thus presented ranged from sports skirts to 
evening length, with the blouse or sweater 
chosen to link with the choice of skirt. The 
second side of this large corner window was 
similarly treated. 

At Lord & Taylor's, a number of fall and 
winter fashions have been “spotlighted” in 


window treatments. Among them, Display 


amy ve a. CVU 





Director Henry Callahan included a series 
of suit windows, where four early autumn 
styles were featured. (Lower photograph, 
opposite page.) “Spotlight on the Bow Suit 

our Bow Suits—the Beau Suit—change 
your bow—change your personality” read 
the fashion message in the accompanying 
illustration. A smaller card pinned to the 
larger window copy suggested “We recom- 
mend this suit for after six.” <A folding 
screen with pink and blue marbleized finish 
formed a background for the three manne- 
quins, and two spotlights in the foreground 





of the window were directed on the figures. 
Two men, one in naval and the other in 
army officer uniform, were posed in the 
background and quite evidently gave their 
approval to the fashions being spotlighted. 
Carrying out the “Bow” theme, a low table 
to the left showed a selection of bows in 
a wide range of colors and fabrics, these 
contrasted by the deep rose color of the 
table skirt which was edged with blue ball 
fringe. 

An international theme was chosen by 
Display Director John A. 
Abraham & Straus‘for presenting early au- 
tumn hats, their styles reflecting the inspira- 
tion of many countries. A sculptured fig- 
ure, which depicted the endemic characteris- 
tics of the costumes and features associated 
with each particular country, was the cen- 
tral note of the display, with the hats indi- 
vidually featured in tiers of shadowboxes 
carried on either side of the figure, as pic- 
tured at the immediate left. 


Rosenberg of 


—Upper left, by E. H. Vollmer, Bonwit Teller. 
... Center, by Irving Eldredge, R. H. Macy & 
Co. ... Left, by John Rosenberg, Abraham & 
Straus. . . . (All photographs by courtesy of 
Virginia Roehl Studios, New York City)— 
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—Right, by A. Haverback, Oppenheim Collins 

& Co., Brooklyn. . . . Center, by Joseph Dultz, 

Bloomingdale's. .. . Below, by Henry Callahan, 
Lord & Taylor— 


“Algeria for the turban, intricate draping 
in Arabian stripes or desert sand” was the 
fashion message where the Algerian native 
soldier, rifle in hand, was the central figure. 
The colors chosen for the finish of the indi- 
vidually lighted shadowboxes and the figure 
were keved with the country, as, for exam- 
ple, a desert rose combined with a golden 
sand tone in the display shown. 

“College Means More This Year” read the 
headline of a series of interesting college 
apparel windows at Bonwit Teller’s. Black 
and white checked gingham as used by Dis- 
play Director EK. H. Vollmer made an effec- 
tive finish for the school room props. A 
large blackboard with Portugese scribblings 
in white chalk had the frame support cov- 
ered in gingham; similarly the two class- 
room chairs appeared in gingham guise and 
the mount for the window copy carried out 
the theme. Drawing boards, high’ stools, 





and school desks which were used in alter- 
nate windows of the series, were also fin- 
ished in the black and white check gingham. 

Green combined with pink formed the 
color theme chosen by Display Director Ir- 
ving Eldredge for the seasonal College Shop 
at Macy's. The horizontal panels carried 
over the inset wall cases were dark green, 
bordered with pink, while “College Shop” 
was spelled out in large letters of wood 
painted light green. Amusing sketches ap- 
pearing on the dark green panel were done 
in white and bore such = descriptions as 
“Home Economics—How to make a Fluffy 
Omelette” . . . “How to master a cow in 
three easy lessons.” 2... This pocket is tor 
a pencil.” 

The floor column in the foreground served 
as background for a_ projecting, elevated 
panel which was finished to suggest a slate 
in exaggerated size—this also in green and 
bordered in light pink with white cord trim. 
The large box which stood on the curved 
plateau was also painted a light green and 
the suggested long pencils placed in the box 
were multi-colored, each topped with a small 
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hat; sweaters and skirts were shown on the 
elevated and sloping lid of the box. Jackets 
and skirts were hung in the wall cases and 
all were grouped according to size 

“Hats as new as Tomorow” was. the 
catchline chosen by Display Manager .\ 
Haverback when presenting a series of mil 
linery windows in) Oppenheim Collins’ 
Brooklyn store. Only six hats were shown 
in each window, thus emphasizing attention 
on each model. A semi-circular light cur 
tain made a background for the grouping 
Which used a low stool placed on a cleat 
glass square which in turn was supported 
by 6-inch balls with gilt finish The stool 
was covered in gold glitter cloth and the 
legs ol the stool were eilded Brass rods, 
lacquered in black, projected. at graduated 
levels from the center of the stool, cach rod 
topped with a white egg-shaped head which 
had been splattered with the gold glitter 
\ swag of green crepe, which contrasted 
with the colors of the hats, was held by 
a longer rod suggesting a giant hat pin and 
was finished in) gold and decorated with 


multi-colored glass ball pins. 
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Utility Display Does Its Part 


The fact that utilities have practically no 
merchandise to sell puts the displaymen of 
such firms in a unique position: they can 
devote all their effort to doing a thorough 
job for the war program. And they are 
doing it well, their displays covering the 
gamut from straight inspirational windows 
to those which are consumer educational. 

For example, a check of recent utility dis- 
plays, both window and interior, in Miami, 
Philadelphia, New York City, Malden 
(Mass.), Detroit, Hartford, Chicago, New- 
ark, Albany, Milwaukee, Springfield (Mass.), 
Evansville, Sioux City, Boston, and Minne- 
apolis showed the following subjects cov- 
ered: 

Food conservation, War Bond purchases, 
a salute to local firms awarded the army 
and navy “FE,” the United Nations, gas con- 
servation, the Four. Freedoms, American 
labor, the Red Cross, fat-saving campaign, 
how to blackout a home, “Cookies for 
Rookies,” Victory gardens, blood donations, 
meal planning, student nurses, the U. S. 
. ; Marines, scrap salvage, Wac enlistment, in- 
a OD : structions on home canning, proper cookery, 

, and the proper care of electrical and gas 
equipment in the home. 
x If the diversity of subjects covered by 

+ — : displays in these comparatively few cities is 
Nail = od typical of the whole, utility display through- 
: * ; out the nation is neglecting no phase of the 
t war effort. 

Probably the best type windows and inte- 











riors being used is that which informs a 





: : civilian exactly how he can cooperate bet- 
. ate yg rs ter. For instance, the first display pictured 
be : ? bs by Ray Martin, Consolidated Edison 
Company, New York City —shows seven 
—w | — simple steps by which a _ perfect blackout 
screen can be constructed by even the most 

amateurish carpenter. The simplicity of the 

drawings and instructions is shown by quot- 

ing the fourth step: “Wrap one end of the 

material around one of the sticks and fasten 

< with tacks; then wrap the other end of the 
eset “ae : ct material around the other stick and fasten 
a with tacks.” The average homeowner whose 


AY Z knowledge of carpentry is practically nil 
HOME VOLUNTEER eee can't help but appreciate such clear sug- 
SC esnow Silent = a. 

A striking interior setting designed to sell 
STATION more War Bonds and Stamps is seen in the 
second illustration. The unit was designed 
by FE. H. Fremaux and built by Henry Aus- 
tin, both of New Orleans, and is used by a 
utility of that city. The eagle and hat are 

in full natural color. 

The Michigan Consolidated Gas Company 
established a Home Volunteer’s booth, with 
a consultant on hand to give information on 
foods, buying, conservation, and canning. 
The booth is the work of Roy H. Heimbach. 


a 











- 








—lIn all parts of the country, utility window and 
interior display contributes its part to the war 
program; the subjects covered range from 
those of the inspirational type ("Buy War 
Bonds") to those which actually do an informa- 
tive job. . . . The displays pictured here, top 
to bottom, are by Ray Martin, Consolidated 
Edison Company, New York City; E. H. Fre- 
maux, designer, and Henry Austin, builder, 
New Orleans, and Roy H. Heimbach, Michigan 
Consolidated Gas Company, Detroit— 
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Meeting The Labor Shortage 


By JOHN C. NICHOLS 
The Ernst Kern Company, Detroit 





There is probably not a single display 
3 department throughout the nation which is 
) not plagued just now with a serious short- 
age of personnel. The old days when any 
retailer who advertised for a displayman 
could count on a flood of applicants have 
been completely reversed; nowadays it Is 
the retailer or display director who keeps 
an eye everlastingly peeled for additional 
help. Reports keep bobbing up of former 
staffs of twenty people reduced, through 
labor shortage, to half that number or even 
fewer—of some stores where one or two try 
to turn out the work formerly done by many 
times that number. 

There is a way of meeting the labor 
shortage, however, and many stores — the 
larger ones, particularly—are using it. The 
answer is to employ women, trained if pos- 
sible, untrained if necessary. 

How such a staff operates is indicated by 
the following: We at Kern's still have a 
crew of displaymen executing the daily 
work in our windows, leaving the entire 
interior display job to the young women ot 
the department—ten in number. (A_ photo- 
graph of eight of Kern's “displayettes” ap- 
pears elsewhere in this issue—Ed.) At the 
present time the men of the department are 
slightly outnumbered by the women, so that 
our personnel is about 60 per cent women 
and 40 per cent men. Eight of the girls 
devote their time to interior displays, while 
two others do sign work. Each of the ten 
has replaced a man who is now in the 
armed forces. 

All the staff are doing a fine job during 
these trying times, and the writer particu- 
larly takes off his hat to the ladies for 
pitching in and doing a grand job, making it 
possible to set up an organization that prob- 
ably would not have been considered a few 
vears back. 


The men of the department carry on as 


SEA en at 


usual under current circumstances. The ened gy ew 


photographs illustrate their handling ot 
recent back-to-school displays, a promotion 
which seems to have worked out quite suc- 
cesstully. This year, incidentally, we divided 
our regular school promotion into two divi- 
sions. The one, illustrated by the pictures, 
included from the first grade through high 
school; this group received a one-week 
showing. The other division covers the col- 
' lege and career group. The reason for this 





segregation of school merchandise is be- 
cause local grade and high schools begin 
from three to four weeks before the open- 
ing of the colleges. Therefore we had the 
opportunity to play up each division as a 
separate promotion. 


Returning to the personnel problem, we 
believe the solution consists of employing 
“displayettes.”. And to the objection that 
some may raise that women employees are 
as hard to find as men, I can only say that 
we found ten of them available in this highly 
industrialized city. 
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by Louis Gehring 


Display Designer and Consultant 
New York City 


There is an air of modern sophistication in the ar- 
rangement of this window. The center unit de- 
picts modern art in a modern setting. A platform 
is suspended by cables in mid-air to display sculp- 
ture, the connections being made at both ceiling 
and floor to hold the supports taut. Two manne- 
quins appear to study the setting. Merchandise 
for this window should be carefully chosen from 
the fall fashion program. Select smart late after- 
noon costumes that tend to drape or mold the fig- 
ure. In this sketch the mannequins display back 
interest. Carefully selected accessories add glam- 
our to the setting. 











The maple leaf center unit completes the simple 
arrangement of this late fall fashion window. 
The leaf design is cut out of a blue panel in the 
foreground. The back panel is in autumn brown. 
In this setting is posed a smartly dressed manne 
quin. A cluster of giant chrysanthemums and 
autumn leaves decorates the lower right corner. 
Appropriate accessories are displayed to the 
left. 














General arrangement of this window consists of 
one central unit showing a wayside roadstand 
with colorful striped awning. A harvest yield of 
pumpkins, squash, and other fall vegetables and f 
fruits decorate the stand. Baskets of fruit are 

piled on either side. The mannequins are placed 
on the irregularly cut grass matting. Merchan- 
dise selected for this window should consist of a 
general line of sportswear items. Careful at- 
tention should be given to the matching of im- 
portant fall colors. 
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In this War Bond window the central unit con- 
sists of a ''V'' decorated with flags of the United 
Nations. The American flag is draped against 
a blue seamless back panel. Puffs of clouds may 
be suggested on the panel. Theme card sug- 
gestion: ‘United in War, United in Peace, 
United for Victory.’ Display the War Savings 
Bond and Stamp poster. 
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As shown in the sketch, a suggestion for this 
men's wear window is two definite units placed 
on block risers with a man's figure and theme 
card, at the center front. A painting of ducks in 
flight decorates the back panel. Block risers 
should be covered with brown, yellow or pale 
green fabric. Suit forms are shown on addi 
tional block risers or small display tables. Theme 
card should match background panel in color. 
In choosing items to be displayed use extreme 
care in matching colors. Units at right and left 
should be completely matched ensembles as well 
as merchandise used on figure in center. 











The rustic atmosphere of this window makes an 
ideal setting for men's country wear or sports- 
wear. The background is a panel of bark-like 
fence that gives the appearance of rough 
wooden poles. The rustic sign post is attached 
to the back of the fence. The block riser should 
support a complete unit of sportswear including 
accessories. This window should basically be 
the assortment type display with related items 
grouped by units. Match colors carefully. 
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Los Angeles Display Windows 
Continue To Charm Shoppers 





Despite the severe handicap of operating 
under strict coastal lighting restrictions, 
Los Angeles displaymen continue to create 
windows of the type that has made this city 
known the world over for its consistently 
outstanding displays. 

Two groups of recent displays are illus- 
trated, those on page 12 being the work of 
Robert Vogtman, Barker Brothers, and 
those on the opposite page being done by 
J. H. Brewer, Bullock’s. 

The first display Vogtman 


was used by 


to tie in with the opening of the “Sym- 
phonies Under the Stars” season at the fa- 
mous Hollywood Bowl. A large shadow- 


box frame, 9 by 5 feet, was used to frame 


an exact reproduction of the orchestra shell 


and background of the Bowl. A blue rayon 
curtain was draped from ceiling to floor on 
each side of the frame. The mountains were 
cut from wall board and were shaded and 
stepped back to give the feeling of depth 
to the display. The actual depth of the 
complete miniature setting was only 5 feet. 

The orchestra was done with a series of 
silhouettes, and colorfully dressed dancers 
doing a scene from the “Caprice Espagnol” 
ballet were in the foreground. Real 
shrubs were used to simulate the trees sur- 
rounding the Bowl. Seamless paper was 
curved around the back. The two-way slits 


seen 


in the paper and strong lighting at the rear 


gave the effect of a star-lit sky. 


The furniture display was shown in one 


of Barker Brothers’ corner windows to pre- 
sent three distinctive, harmonious decorative 
schemes—traditional, Modern, and Early 
American. The display was also a tie-in 
with the decorating studio, “The 
Decorator's Shop,” “American Home Shop,” 
and the “Doris Small Home Studio.” 

Completing these three illustrations is the 
one showing a display of tableware. This 
rested on a large strip of woven matting 
slanted across the floor and up the rear wall. 
At the top appeared a ram's head of plaster, 
and a cluster of over-size fruit. The fruit 
clusters were repeated in a water-color at 
the lower end of the matting. 

Bullock's might have asked the question: 
“When is a sale not a sale?” The store an- 


store’s 








swered the query in a very unusual non- 
commercial promotion which created a great 
deal of comment and praise for the firm. 
All of the big down-town Los Angeles 
store’s advertising and windows, instead of 
concentrating on selling the values in Bul- 
lock’s annual August clearance sale known 
as “The One Sale of the Year,” this year 
were devoted to the ideal of a better under- 
standing between the peoples of the United 
Nations. 

For the first two weeks of August, Bul- 
lock’s did not show a single item of mer- 
chandise in any of its windows or in any 
newspaper advertising. All promotional ef- 
fort was directed toward encouraging better 
international understanding by presenting 
to Southern California an authentic picture 
of the peoples of the Allied Nations. 

The decision regarding the promotion 
was made when it was realized that current 
conditions made it impossible to present a 
sale event that would meet the rigid speci- 
—The three displays pictured on this page are 
the work of Robert Vogtman, Barker Brothers, 

Los Angeles— 
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—Representative of the thirty-two window 
displays devoted to better understanding and 
mutual appreciation among the United Na- 
tions are the three displays pictured here. The 
displays were used by Bullock's, Los Angeles, 
and are the work of J. H. Brewer— 


fications established by Bullocks. The can- 
cellation was also in cooperation and com- 
pliance with the government's request that 
retailers curtail special price events. Bul- 
lock’s August clearance, incidentally, had 
been one of the store’s important merchan- 
dising operations for the past thirty-six 
years. 

The purpose behind the United Nations 
event was based on the conviction that no 
permanent and practical peace will be pos- 
sible after the war is won unless the people 
of the various nations understand and re- 
spect one another and are willing to make 
allowances for little differences which are 
actually not particularly important. All 
phases of the effort were presented under 
the theme of: “Meet Your Neighbors. 
With these Good Friends We'll Build a 
Lasting Peace.” 

All of the = store’s thirty-two windows 
were devoted to information concerning the 
particular countries involved, costumes, 
customs, crafts, and other interesting infor- 
mation. For example, the lower photograph 
shows the display devoted to Australia and 
a description of it will serve to illustrate 
the treatment of the other windows. Two 
blue bands running across the background 
of the window were decorated with the Aus- 
tralian seven-pointed star. A large cut-out 
map slanted from the rear forward into the 
window. The red flag staff passed through 
the map at the capitol’s location and the 
flag itself was unfurled. A colored photo- 
graph of Australia’s capitol was superim- 
posed on a large seven-pointed star which 
rested on the floor before the flag. staff. 
A sheaf of wheat, a basket of native flowers, 
and small kangaroos and koala bears were 
placed on red wood shavings at the base of 
the map. Miniature cutouts were appliqued 
to the map itself, these taking the form of a 
kangaroo, bushman, sheep, and fish. A fig- 
ure in the uniform of an Australian soldier 
stood at one side of the display, and on the 
other side appeared a large kangaroo. A 
gold-framed portrait of Australia’s prime 
minister hung on the wall. A cut-out figure 
of an Australian soldier supported the 
scroll sign at the left. A strip sign con- 
taining statistical information on Australia 
rested on the floor in the foreground. 

Getting back to the complete promotion, 
a series of thirty full-page newspaper ad- 
vertisements further elaborated on the good 
neighbor theme. Bullock's 30-minute radio 
shows over station KFI presented inspiring 
musical dramas on the United Nations idea 
on three different days. 

Thirty-two flower girls in native cos- 
tumes, one representing each of the United 
Nations, sold War Stamps corsages in vari- 
ous parts of the store. Most of the flower 
girls were actually citizens of the nations 
they represented. The services of the girls, 
as well as the tremendous amount of mate- 
rial and research necessary to present the 
event, were made possible through the in- 
terest and cooperation of the official Los 
Angeles representatives of the United 
Nations. [Continued on page 41) 
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Display Brings War 


Various phases of the war effort have been dramatized, 
and well, through the newspapers, over the radio, in maga- 
zines of general circulation, and by other media, but it 
remains for display interpretations to put across war 
themes to the public in a way not possible for any other 
medium to attain. The three dimensions, the actual colors, 
sound effects, motion—all these devices, coupled with the 
imagination and dramatic sense of men and women who 
have learned from retail display experience how to appeal 
to the moods and emotions of the public, give display a 
truly unique place in driving war messages home to mil- 





lions of people every day. 

One of the best of such displays is seen at the upper 
left, where Earle J. Taylor, Strawbridge & Clothier, Phila- 
delphia, gives punch to the idea that this is truly every- 
one’s war. At the left is the figure of a soldier against 
a war-torn battlefield. At the right stand four mannequins 
representing four typical civilians, including a business 
man, housewife, and laborer. Each holds a War Bond or 
Stamp book. 

Next appears a window by Irving Eldredge, R. H. Macy 
& Co., which won first prize of a $250 War Bond in one 





division of a recent contest sponsored by American Wom- 
en's Voluntary Services, the AWVS. Using photomontage 
for the background panels, the display illustrated typical 
activities of the organization and was undoubtedly respon- 
sible for many enlistments. 

At the lower left center 1s a photograph of an interior 
setting by Joseph Aronson, New York City designer, which 
is a bit off the beaten path of display. This setting is an 
example of how the war production possibilities of a given 
plant can be dramatized for the manufacturer who 1s inter- 
ested in getting into war work or in adding still other war 
material to his production. Aronson created this exhibit 
and all other settings for the Quartermaster Exhibit Room 
maintained by the army at 521 Fifth avenue, New York 
City. The main purpose of the display is to provide pros- 
pective suppliers with a place where all Quartermaster 
items can he inspected and specifications checked, and 





where advice can be obtained from the Quartermaster 
Corps’ trained commodity experts. 

Another division of the AWYVS contest referred to above 
was for “the most patriotic display” featuring the women’s 
organization. First prize of a $250 War Bond went to Ben 
Finkelstein, Ansonia Shoe Corporation, New York City, for 
the dramatic display seen at the lower left. .A large mon- 
tage covered the entire background, showing a parade of 
AWVS workers. A gigantic papier mache figure of Uncle 
Sam occupied most of the window space, with one hand 
pointing directly at the passersby. 

Detroit pedestrians passing the big corner window of 
the Michigan Consolidated Gas Company recently saw a 
representation of glider-borne Rangers in a night attack. 
Executed by Roy H. Heimbach, the big glider rested at the 
rear of the window, with Rangers swarming out of it and 


taking up fighting stations. In the foreground was a scroll 
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decorated with red, white and blue ribbon and reading: 








“For Bravery and Blood will you furnish Bullets and 
Bread? Buy U. S. War Bonds regularly!” 

At the upper lett of this page is a representation of an 
execution we'd all like to see—that of Hitler, Tojo, and 
Mussolini. The work of Richard and Lolita Staines, Van- 
dever Dry Goods Company, Tulsa, the gallows stood 64% 
feet high and was extremely realistic. Thirteen steps led 
to the platform, and the hangman's knot had thirteen loops. 
From the cross beam the rope led downward and was con- 
nected to the navy goat, the army mule, and marine bull- 
dog. An eagle-surmounted scroll at the upper right read: 
“Let's all pull together! Buy more United States War 
Bonds and Stamps!” 

Clarence N. Pierson, Weaver's Department Store, Law- 
rence, Kan., did the display shown at the upper right, also 
promoting the sale of War Bonds and Stamps. The center 
circle was 8 feet in diameter, with 4-inch gold stars on the 
outer edge, spaced between magazine covers bearing the 
Hag. The large flat and the rows of marching soldiers 
were cut from wallboard and mounted 2 inches in front of 
the circle. The red, white and blue paper on each side was 
fastened at the background top and on the floor near the 
glass with three gold 6-inch stars. 

\t the upper right center is a setting by W. Arthur 
Gray, Lansburgh & Brother, Washington, also in the inter- 
est of War Bond sales. The window was transformed into 
a miniature battlefield, the contour of the land being sug- 
gested by earth-colored cloth through which projected shell- 
torn trunks of trees. Barbed wire was strung about the 
scene, and several gun emplacements were shown. Minia- 
ture airplanes hung suspended in formation at the rear of 
the window. At the extreme right was a mannequin dressed 
in uniform and bearing a bayonetted rifle. 

Los Angeles recently went all-out in a fund-raising drive 
to build a cruiser to be named after the city. Two of the 
many retail displays back of the campaign are shown here. 
The first is by Anthony Golff, Sears, Roebuck & Co. The 
background consisted of a mammoth painting by Kay 
Knight of the store’s art staff. Done with a great deal of 
spirit, the painting was 12 feet high and 12 feet in length 
lhe rest of the window is self-explanatory; the whole floor 
Was made up to simulate the deck of a fighting ship. Man 
nequins dressed as sailors stood on the deck, and two fig 
ures in civilian apparel were seated on the gun turrets—to 
convey the idea that buying War Bonds gives civilians a 
chance to participate in the fighting. 

The final display is the work of R. W. Vogtman, 
Barker Brothers, Los Angeles, for the cruiser drive. The 


red shadowbox frame was brought up very near the plate 


glass. The floor was finished in gray, and gray-blue was 
used for the curtains. The cut-out letters were in gold. 
lhe ship was a three-dimensional cutout which rested in a 
series of cut-out waves. Clouds cut from wallboard were 
appliqued to the sky at the rear. 
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Chicage ,.. Display Scene 


These are the highlights of the current 
Chicago display scene: 

J. W. Campbell, at Carson Pirie Scott & 
from the revival of 
current hit in 


inspiration 
Widow AG now a 


Co., drew 
the “Merry 


New York, and presented a_ captivating 
series of millinery windows headed with 
this copy: “Capricious notes of a most 


fabulous era.” The presentation was car- 
ried out in “three acts” . this effect being 
cut-out silhouetted 
top drapes, and traditional 
feature of the Act 1 
of gloved and jeweled hands, replacing the 


footlights, 
The 


Was a group 


achieved by 
baroque. 
window 


millinery stand, upon which these hats 
rested. \ French baroque screen as a 
background completed the showing. Act 2 
featured fussy lace umbrellas reminiscent 


of the Eighties, upon which the hats rested. 
But Act 3 really down 
with an almost life-like interpretation of the 
This was achieved 
by using just the lower half of three seated 
The limbs with upraised skirts 


brought the house 
famous can-can dance 


mannequins. 
were be lecked in black lace hose and gar- 
tered over one knee. One leg of each man- 
nequin was in kicking position and held an 
exclusively designed hat by Walter Florell. 
All this tinsel and ruffles 
“Play in three acts” a note of authenticity. 


amd gave the 
An important new trend appears in a dis- 
Albert for Sally's, on State 
store type presentation 


play by Calvin 
street. The chain 
has been replaced by 
display themed “Time for your school Ward- 


an airy, well-ordered 


robe.” 

Jay Howe, Mandel 
“Back the Attack” window 
nality. A paper-sculptured 


Brother's, used a 
of much origi- 
figure of a 





By JACK POLLARI 
Madigan Brothers, Chicago 


professor with “compass” arms, “diploma” 
body, and “pencil” legs points to a modern 
slate panel reading: Problem: 
Back the Attack—Buy Bonds!” 

Sam Blum, The Fair Store, in a_ back- 
to-college window used two mannequins in 
a scene purporting to show what an actual 
like. Part of the 
mother on the 


“Today's 


bedroom. looks 
were a_ picture of 
dresser, partly poured “Cokes,” phonograph 
and records in the center of the floor, a 
screen with snapshots and pinned personal 


C6 yllege 


props 


notes—and such items as hose stretchers, a 
small wash-tub and wash board, soaps and 


all the necessities to round out college liv- 
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ing. This window provoked much interest 
because it was obvious to all that the entire 


setting was genuine. The rest of Blum’s 
State street span featured the Fair's “One- 
World” college shop fashions. Big open 
books provided the backgrounds with large 
photographic blow-ups to further the inter- 
est for college casuals for campus or career. 

G. C. Bowen, The Hub, put real action 
into his back-to-school motion windows by 
using large gears perfectly meshed so that 
they all turned at the same time. These were 
placed high on two large books. The main 
gear read: “Youth ‘Gears’ itself for the Fu- 
the other gears read in order, “Col- 
“Grammar School,” “High School.” 
humorous touch was a papier mache, 


ture ;” 
lege,” 
The 
spectacled professor oiling the gears. 
George Briggs, pinch-hitting in Ray 
Bianchi’s absence at Goldblatt’s, did a top 
job with a back-to-school dis- 
plays. One window that deserves particu- 
lar mention showed the high school orches- 
The floor 


series of 


tra practicing in the gymnasium. 
and walls were completely with 
wallpaper to simulate wooden boards. The 
real effect of the gym was turther achieved 
by a basketball goal attached to a panel as 
The whole window made 
effect. It done 
The card read: 
days are 


covered 


used in all gyms. 


a very noteworthy was 
simply and in good taste. 
High—Sing Low—School 
here Again.” Another window in this series 
showed a cloakroom with coats hanging on 
the hooks—a smart and effective way to 
show more merchandise. 

The following displays are not illustrated. 


“Sing 


—At the upper left, a display by J. W. Camp- 
bell, Carson Pirie Scott & Co... . Upper right, 
by Calvin Albert, Sally's. . Left, by Jay 
Howe, Mandel Brothers. . . . (All photographs 
by courtesy of F. A. Kuehn & Co., Chicago) — 
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—Right, by Sam Blum, The Fair Store... . 
Center, by G. C. Bowen, The Hub. . . . Below, 
by George Briggs, Goldblatt's— 


John Moss, at Marshall Field & Co., 
achieved a double-barreled promotion in 
four State street windows featuring “Gray 
with red cabbage accessories against color- 
ful backgrounds from our Oxford Rooms.” 
The mannequins, smartly dressed in gray, 
appeared to be shopping leisurely in the 
furniture department. One figure intently 
observes the price ticket attached to a chair. 
This was a fine example of highlighting two 
departments (fashions and furniture) in one 
window. The large corner window at Field's 
presented a military wedding with the 
scrolled copy, “I plight thee my troth.” The 
novel feature of this window was that the 
bride and bridesmaids were all dressed 
alike, which brought many varied reactions 
from the women viewing this display. The 
bride, in a light blue sculptured satin dress, 
appeared with her newly acquired spouse in 
navy and gold braid. 





R. R. Jericho’s War Bond window at the 
Boston Store on Washington boulevard 
provoked much comment by its pointed 
humor. Tojo and Hitler are in one bed 
shivering under heavy blankets with their 
fingers in their ears, terrified at the sound 
of bells pealing their doom. Little ogre-like 
gremlins crawling in and out of the blankets 
were captioned respectively “robbers,” “race 


bigotry,” “quislings,” “murderers!” The 
copy on the card read: “Bells terrify you, 
Adolph? ... Try the quiet fjords of Nor- 
way... . The quislings are dying to see 
you.” Another card reads: “Bell tolls irri- 
tate you, Tojo? ... Midway is a safe re- 


treat—your navy tried it and is now rusting 
—I mean resting — quietly.” The window 
Was a tie-up with the motion picture “For 
Whom the Bell Tolls.” 

A striking idea was observed in the 
American Airline window in the Palmer 
House’s main corridor—a huge three-dimen- 
sional eagle cut from half-inch wood panels 
with a wingspread of montaged photos. This 
could be effectively adapted to a Victory 
window by obtaining photos of different 
phases of war and applying them to cut-out 
wooden wings. This offers a fine possibil- 
ity for something “different.” 
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Jay Howe, at Mandel Brothers, created a 
group of very original children’s back-to- 
school windows on Madison street. Each 
presentation simulated a train. The engine 
was stylized out of wallboard brightly col 
ored and the cars were a series otf actual 
school desks closely grouped together, also 
highly colored. On these cars capered acti 
vated children’s figures made of papier 
mache and tissue. The backgrounds were 
of seamless paper with sketchy murals of 
various school subjects. The copy on the 
card pulled this very engaging picture to 
gether, reading: “All aboard and off to 
school.” 

Bruce Elliott, at Stevens’, split his large 
island window into three units to emphasize 
the three types of dresses that were drama 
tized. Card copy read: “Basically simple 
Beautifully dramatic Clothes for late after 
noon and big little dinners ... dresses that 
rely on their richness with a Price air of 
Good Taste.” These dresses were smartly 
grouped on large plateaus against black 
three-way folding screens striped in light 


tones. 
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The Promotion’s Final Touch 





deans, V'NOO* 
ANT the 


tion has only one major goal in view 


publicity given a retail promo- 


to get 


the customer to the = store Regardless of 


whether the advertising is by direct) mail, 


through radio announcements, newspaper 


still de 
signe] to bring the shopper to a spot where 


campaigns or similar media it is 


she can see the merchandise itself 
In other 


accomplishes its 


words, all promotional publicity 


purpose when the person 
to whom it is directed comes in contact with 
the final advertising—the display. Thus dis 
adds the final touch, the last 
that has 


relative 


play word, to 
all the 


\nd so it has the samy 


advertising gone before 
importance 
that the climax of a novel has to the rest of 


the book. 


By RICHARD AND LOLITA STAINES 


Vandever's, Tulsa 


Consequently when a big, store-wide pro- 
motion comes along the display department 
must be prepared to carry out its part of 
the job with this thought in mind—that dis- 
play offers the store the last and best oppor- 


tunity of cashing in on all the preliminary 
work. 
How a retail promotion gets under way 


is of course familiar to all who are reading 
“To College We Go!" 
event it is sufficient to say that months in 
advance our buyers, advertising and display 
staffs were instructed to plan a promotion 
that would be an inspiration to the college- 
Eastern Oklahoma 
The 


this. Of our recent 


Lound young lady of 


and a crelit to Vandever’s as_ well. 


buyers, after considerable research, bought 
fashion and practical merchandise second to 
none. The advertising department planned 
a series of ads that were attractive in ap- 
pearance and pointed out the fashions to be 
worn in some of the finest colleges in the 
land, from campus wear to evening apparel. 
Our radio commentator from New York 
City made a special broadcast which was in 
turn rebroadcast by station KVOO of our 
city. A show of considerable im- 
portance was planned and staged. And _ fin- 
ally, we devoted fifteen windows to the col- 


fashion 


lege promotion—some of these displays, in- 


cicentally, being discussed on the store’s 


radio programs. 








Three of the displays are illustrated here. 
Our window No. 1 was perhaps the leader 
of the series and is pictured in the final pho- 
tograph. Here we showed three manne- 
quins at the entrance gate of a college. The 
gate itself was of wrought iron, hung be- 
tween two pillars of brick, with vines twin- 
ing about the columns. 

Other displays ran the gamut from inti- 
mate apparel to evening wear. Some of the 
displays were ultra-simple, as seen in the 
second illustration where two figures were 
posed giant textbooks; the 
background was lett unadorned. Still other 
windows used considerable contrast for dra- 
first photo- 


settings 


beside three 


effect, as shown in the 
Completely realistic 
the basis tor some of the displays. 


matic 


graph. were 


—From sharp contrast through stark simplicity 

ranged the fifteen windows used by Vandever's 

for the store's ‘To College We Go!" promo- 

tion this year. Three different types of dis- 

play, as pictured here, give an idea of how the 

windows were handled by Richard and Lolita 
Staines— 
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“Uy, YOUR | 


CHRISTMAS | 
DISPLAYS 


NOW! 


se : These attractive display units are 
N-318 — GIFT SUGGESTIONS available for immediate delivery. N-321 — MOTHER AND BABY DEER 





Striking Gift Suggestion Plaque. Sculptured of Constructed of durable Dartex and A most novel Christmas decorative unit of 
Dartex Composition and finished in red and designed to impart the Christmas Darling Dartex Composition. Set consists of 
white as illustrated. Can be used standing or spirit throughout your store. Other one large deer 18” high and one small deer 8” 


mounted to wall. Unit 24” square. high. Beautifully finished in white and fawn 


Christmas units are also available. with red bell on neck. Sculptured full round. 


Each $6.95 Sold through authorized Darling 
Distributors located in all princi- Per set $9.95 
pal cities. Write for information 
to L. A. Darling Co., Bronson, 
Mich. New York office and show- 
rooms: 735 Marbridge Building. 


“tity 


* 





N-107 — BELLS 


Realistic Christmas Bells beautifully sculptured 
in third dimension and finished red with glit- 
tering metallic “Flitter.” Dartex Composition 
with hook for mounting. 20” high, 19” wide. 


Each $2.50 





N-319 — GIFTS 
Poinsettia Plaque for your gift windows 
or interior displays. Poinsettias attractively 
painted in natural green and red. Letters 
white. Plaque 24” x 24”. 


Each $9.95 





N-303 — LARGE CANDLE UNIT 
The same candle unit featured above 


N-304 — MINIATURE SANTA FACE PLAQUE 


without the bentboard background. Create a Christmas and patriotic spirit com- 
Can be effectively used in both window bined by using this miniature face with army 
and interior displays. Entire unit con- helmet. Molded of Dartex Composition and 
structed of durable Dartex Composi- finished in natural Santa colors with brown 
tion and furnished right or left. helmet. Only 7” high. 





N-105 — SANTA FACE 


Each $5.95 Each 85c¢ 
This appealing Santa head plaque is a must for 
your Christmas display program. Made of Dar- 
tex Composition and colored in natural red and 
white. Cap is sprinkled with brilliant sparkling 


“Fitter.” Equipped with hook for mounting. DA 7 L | N G 


each $2.50 The Name To Think Of FIRST In Display 





THE DARLING PLANTS ARE OPERATING OVER 95% ON WAR PRODUCTION 
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J.A.D. News... 





Displaymen are on the move and this is 
only the beginning. Display departments are 
rapidly changing hands and newcomers, as- 
sistants stepped up and older men carrying 
on. This is the case since the recent an- 
nouncement from the War Man Power Com- 
mission which classifies window displaymen, 
window trimmers, window decorators, art- 
ists, sign painters, card writers as engaged 
in non-essential activities. 

In the months ahead, displaymen under 38 
will enter a new profession; not to create 
and build windows but to build implements 
to destroy and kill. From far and near, from 
east and west, thousands of Toms, Dicks, 
and Harrys will say “goodbye for now” to 
Nellie, their pet mannequin, and another 
“goodbye” to the old “Cutawl” traded for 
a welding machine; maybe, after all, win- 
dows are not the most important job. 

In the past vear, month after month, 
I. A. D. members have entered the fighting 
forces and others have joined the produc- 
tion lines. July alone called more than 
sixty I. A. ID. members and many of these 
vacancies still exist. Firms are contacting 
the I. A. D. headquarters for assistance in 
filling the various vacancies in many parts 
of the country. It is the policy and opera- 
tion of the I. A. D. to render a service and 
give every assistance to the display profes- 
sion and retail firms. The I. A. D. can and 
will give assistance now to the most critical 
shortage of display help since our beginning. 
The invitation and request goes out to the 
profession at large to those under the draft 
ages wishing to make a change to write 
I. A. D. headquarters giving outline of expe- 
rience, type of store and. states preferred. 
At the same time, firms are invited to con- 
tact us for available applicants. There is 
no charge whatsoever for this service. 


The I. A. D. Bond Drive closed on Sep- 
tember 6, Labor day, and it is most gratity- 
ing to acknowledge the overwhelming re- 
sponse which far exceeded our set quota. 
The originally proposed National Bond Drive 
requested all associates in display to pur- 
chase bonds of all denominations through 
I. A. D. headquarters. The goal of $12,000 
was set to purchase eight Red Cross ambu- 
lances bearing the I. A. D. insignia, one 
ambulance to be delivered by the govern- 
ment to each of the fighting fronts. Sond 
sales to date exceed $51,000 and will pur- 
chase thirty-four ambulances instead of the 
originally planned eight. The association is 
most grateful to those participating and 
making it possible in patriotic dollars to 
do this our small bit for our government, 
our fighting fronts, and to the display pro- 
fession taking a part. 


Last year the I. A. D. sponsored a na- 
tional Christmas window and interior dis- 


President 


play contest. Several hundred photographs 
were entered from many sections of the 
country. The second annual Christmas con- 
test will be repeated this year with Certifi- 
cate of Awards for the best entries in three 
classifications. First, Christmas merchan- 
dise selling windows; second, institutional 
windows; third, interior trims and_ shops. 
All displaymen and women are invited to 
enter 8-by-10 black and white photographs. 
No restrictions to size of firms or city. A 
first, second, and third award will be given 
in each of three different city groups—50,000 
population and less, 50,000 to 100,000, and 
100,000 and over. Closing date for all en- 
tries 1s January 10, 1944. 


The response to our monthly Victory con- 
test continues to grow. This feature, less 
than a year old, has received much interest 
and attention. Three red, white and blue 
awards are issued monthly and if you 
haven't made an entry you may do so now. 
The Victory award winners for July are: 
Aubrey L. Maley, The Broadway-Holly- 
wood, Hollywood ; C. M. Shrider, A. i. 
Starr Company, Zanesville, Ohio; George 
Bengel, Jr., The Parsons-Souders Company, 
Clarksburg, W. Va. August winners are: 
Franklin W. Mann, Street's, Tulsa; Albert 
Shultz, Croll & Keck, Reading, Pa.; George 
Bengel, Jr. 


Our director from the seventh district, 
Dave Estes, for many years with the Bond 
Clothing Company, has been elected presi- 
dent of the St. Louis Display Guild. Dave 
has long been associated in many club ac- 
tivities and the St. Louis boys are assured 
that in the year ahead Dave will give his 
very best. For the past two years, Thomas 
Kenna, of the Famous-Barr Company, 
served as president, retiring with an un- 
disputed record of loyalty and a service well 
rendered to the St. Louis Guild and_ its 
members, the majority holding membership 
in the I. A. D. Other officers and directors 
to serve with Dave Estes are: vice-presi- 
dent, Edward Gallagher, Weil Clothing 
Company; secretary, Miss Babs Deaz, Stix, 
Baer & Fuller; treasurer, John Stoppen- 
brink, C. FE. Williams Shoe Company; ser- 
geant-at-arms, Otto Lasche, Kline’s. Board 
members: chairman, Thomas Kenna, Fa- 
mous-Barr Company; Joseph Chadwick, 
Famous-Barr Company; Armand Raining, 
Boyd-Richardson; Paul  Kloeris, Union 
Electric Company; William Bellison, Son- 
nentelds; Sidney Durham, Ely & Walker, 
and Joe Neff, Famous-Barr Company. 


In the interest of better windows and a 
more successful exploitation for Father's 
day, Men's Apparel Reporter teamed up 
with The International Association of Dis- 
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play in sponsorship of a nation-wide Father's 
day window contest. The main reason for 
promoting the joint sponsorship was _ the 
realization that in this particular year of 
war a Father's day promotion would have 
greater, more national significance and that 
window displaymen would be called on to 
express a broader, more patriotic theme. 
The conditions of the contest were simple 
and as follows: Windows could either con- 
tain merchandise or be of the institutional 
trend; displaymen could enter one or more 
windows but only one would be eligible for 
an award. War Bonds were awarded as 
prizes. The I. A. D. is proud to announce 
the winners who have fulfilled the simple 
conditions both artistically and dramatically. 
Here they are in the order of merit picked 
by the New York City judges: 


First award, a $100 War Bond, to Les 
Blei, Nebraska Clothing Company, Omaha 
—best window showing merchandise for 
men both in the service and on the home 
front. Second award, a $50 War Bond, to 
Armand C. Raining, Boyd's, St. Louis, for 
the most effective expression of the insti- 
tutional type and showing no merchandise. 
Third award, a $25 War Bond, to R. H. 
Logenbaugh, Lee A. Stahl Company, Chi- 
cago. His entry, executed along the victory 
theme, was a window in three dimesions, 
packed with many useful things for fathers 
on the home front. Four honorable men- 
tions were added to the list of prize win- 
ners. Armand C. Raining, second prize win- 
ner, also rates honorable mention for a 
second entry, merchandised in simplicity 
and with effectiveness in layout and design; 
an honorable mention to G. M. Englert, of 
McFarlain Clothing Company, Rochester, 
for four interesting ledge trims, and for 
Vid Rosner of Meis Brothers, Terre Haute, 
goes an honorable mention for his theme 
“Let Us Not Forget Those Fathers on the 
Home Front; an honorable mention for R. 
J. Patterson of Weiss & Goldring tor his 
cleverness in promoting “One Good Turn 
Deserves Another.” 


Last call: If you are not a member of the 
International Association of Display and 
are engaged in display work—not holding 
a membership in the association for the past 
five years—you are invited to join now. <A 
$1 fee grants membership to January 1, 
1944. Come join the association that repre- 
sents your interests in the display profes- 
sion. 


Address all correspondence, photographs, 
dues by check or money order made payable 
to the International Association of Display, 
to I. A. D. headquarters, 855 Elm street, 
Manchester, N. H. 
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W. M. ZEPPEN-FIELD 
OF HOLLYWOOD 


Offers his latest life-size creation—-THE VICTORY GIRL, a true YANKEE 
DOODLE DANDY—designed expressly for your use in stimulating War 
Bond Sales, Drives and Patriotic Displays, also for later use in usual 
manner as a regular mannequin for other display uses. 


Fully attired in patriotic costume, white satin with brilliant red and blue 
trimmings, hat, shoes and cane. 


READ HOW TO WIN 


‘500° 






The Victory Girl Contest 


This truly Yankee Doodle Dandy is full 
of ''Pep'' and ''Snap."' She will make 
your store a focal point of customer 
interest, step up your sales of War 
Bonds and offers the opportunity of en- 
riching the purses of the prize winners 
for the best Bond Window Displays. 

Let the Victory Girl lead the Parade 
in your Bond Sale Drives and Patriotic 
Displays, so swing into this contest with- 


out delay. 

PRIZES 
First Prize . . $500 War Bond 
Second Prize .. 200 War Bond 
Third Prize ae 100 War Bond 


RULES 


GOVERNING W. M. ZEPPEN-FIELD'S 
VICTORY GIRL CONTEST 


Contest opens Sept. Ist and e e Ist 


Photographs and further information furnished upon request. If 
interested, wire or write air-mail to avoid delay or disappointment. 


ACT QUICKLY 


W. M. ZEPPEN-FIELD STUDIOS 


923 NORTH COLE AVENUE, HOLLYWOOD 38, CALIFORNIA 
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Use These Themes During October 


This is the information you will want to 
have as a background in planning your Vic- 
tory Display Committee windows and inte- 
riors for the month of October: 

First, this vear the National War Fund 
will put the word “Unite” in United Giv- 
ing. The fighting front, the allied front and 
the home front will be beneficiaries of a 
nation-wide campaign this fall for the first 
time uniting appeals of the National War 
Fund, its seventeen agencies and local war 
and community campaigns for home social 
SCTV1ICes., 

Combining national and — international 
health, welfare and relief agencies—includ- 
ing the USO, United China Relief, Greek 
War Relief, and others—the National War 
Fund is a federation of war philanthropies 
financed through local united campaigns ; 
its world-wide services are dedicated to hu- 
manitarian work and it is certified by the 
President's War Relief Control Board. 

The united effort is expected to raise 
$125,000,C00 for the National War Fund 
agencies and an equal amount for home 
services throughout the nation 

This campaign begins during the first half 
of October Official posters are available 
through local War Fund Committees. 


\lso beginning the first half of October 
is a campaign for women to enlist inthe 
Cadet Nurse Corps. (The government poster 
will be delivered to retailers by Boy Scouts 
on October 2.) The story behind the drive 
The shortage of nurses, both for 


is simple 
t 
of civilian health, has created a major 


iw armed forces and for the maintenance 


emergency. To meet this crisis, the govern- 
ment has now provided funds for the free 
training of student nurses, who will wear 
the official uniform of the U. S. Cadet Nurse 
Corps. This means that thousands of young 
American women will have a chance to 
train for a career in one of the best paid, 
most highly respected professions—and will 
be paid during the training period. But 
even this is not of itself sufficient induce- 
ment to attract the 65,000 young women who 
must become new student nurses this year 
if we are to meet our national need. Your 
part in this campaign is to create the dis- 
play appeals which will help induce these 
women to join the Corps. « 

These are the points to bear in mind for 
emphasis in displays: Entrance requirements 
vary with different schools of nursing. In 
general, however, they include high school 
graduation with satisfactory grades, and 
good health. College education is a dis- 
tinct advantage. Age, 17 or 18 to 35. Ap- 
plicants should apply to the school of nurs- 
ing of their choice. Lists of schools in each 
state can be obtained from the State Board 
of Nurse Examiners, or by writing to the 
National Nurses Council for War Service, 
1790 Broadway, New York City. 

The free training includes: tuition is paid 
from the date of registration until gradua- 
tion. Living expenses paid include room, 
board, laundry, textbooks, health and labor- 
Smart new uniforms are also 
provided free of charge. Applicants start 
training as pre-cadets at $15 a month. From 


atory fees. 


this they pass to junior cadets at $20 a 
month, then to supervised practice as senior 








NATIONAL WAR FUND 


Ane \N UNITED GIVING 


NATIONAL WAR FUND 
MEMBER AGENCIES 
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cadets at not less than $30 a month until 
graduation. 

The suggested display pictured here is 
only a starting point for the strong visual 
presentation of this subject you are asked 
to make on behalf of this crucial war 
problem. 

Twenty-seven thousand Waves are now 
in service, and 20,000 more are urgently 
needed—at the rate of 1,000 a week—to reach 
the goal of 47,000 enlistments by the end 
of the year. Waves have become increas- 
ingly important in the work and_ success 
of our navy. Recruiting them is a man- 
sized display job, and it is one that every 
retail displayman should undertake. Get 
in touch with your local navy recruiting 
station for general information, booklets, 
posters. Set up a Wave information booth, 
and follow through with consistent, dra- 
matic window displays. This campaign 
starts the second half of October, and post- 
ers will be mailed to retailers. 

The lowly tin can has become very im- 
portant these days, for tin fights, heals, and 
feeds. It fights on the battlefields of the 
world in the form of guns, tanks, planes, 
ships. It heals in the form of tiny syrettes 
and other medical supplies. It feeds our 
fighting men and women all around the 
world as containers for food. Yet seven- 
tenths of our tin sources are in Axis hands. 
We need tin desperately, and there are 
large supplies of it available in the nation’s 
kitchens. To get it, every housewife must 
be educated in the job of preparing, saving 
and turning in every tin can she can get 

[Continued on page 47] 





AMERICA NEEDS 
65,000 CADETS... 
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GET READY FOR A REAL “OLD FASHIONED CHRISTMAS“ 
WITH OUR NOSTALGIC 


GAY 90’s 
CHRISTMAS PORTRAITURES 


EXECUTED IN BRILLIANT THREE DIMENSION PAPER 
SCULPTURE—ENCLOSED IN HUGE WHITE BAROQUE FRAMES 


N HIS VAR A 
V Nt VAN 
4 THE {AR 
t TMAS N A 
NERAT N 
WE HA\ CA 
E ENE RFE 


IN A SERIES OF TWELVE GAY 
SPIRITE CHRISTMAS POR- 
TRAITURES THAT WILL MAKI 
A PERFECT THEME FOR A 
BATTERY 1F WIN WS 


PICTURE S A. TYPICAI 
SCENE CHRISTMAS MORN 
ING YTHERS IN THE SEF 
AR 


IRGAN HYMN: 
LIFE WITH FATHER 
CHRISTMAS CAROLS 
CHRISTMAS GUESTS 
HEARTHSIDE 


SIZE 4x4 FEET 
PRICE $35 EACH 
IN. SET! F 
6 ASSORTED SCENES 
$30 EACH 


BAROQUE SCULPTURE 

MOUNTEI YN STUR 

BEAVERBOAR[ REINFORCE 
FRAME (WHICH MAY BE Rf 
TAINEL ANI USI FOR 
OTHER FEATURES AFTEF 
CHRISTMAS AND SUS 
PENDED BY LONG RIBBONS 
CAUGHT IN A LARGE BOW 





CONSULT US ON YOUR yw 15 EAST 22ND STREET 
CHRISTMAS DISPLAY PLANS t NEW YORK, N. Y. 














1—AKRON, OHIO 


2 


3 


4 


5- 


6 


7 


8 


9 


13 


18—-DAYTON, OHIO 


19—DENVER, COLO. 


C. H. Yeager Co. 


ALBANY, N. Y. 
Fiah & Co. 
Fleishman’s, Inc. 
Sherry’s 

ALTOONA, PA. 
Wm. F. Gable 

ATLANTA, GA. 

J. P. Allen 

BALTIMORE, MD. 


Hochschild, Kohn 
Hutzler Bros. 
Lane Bryant 
Schleisner’s 
Stewart's 


BATON ROUGE, LA. 
Dalton Co. 
Rosenfield’s 

BEAUMONT, TEXAS 
The White House 

BIRMINGHAM, ALA. 

J. Blach & Sons 
Loveman, Joseph & Loeb 

BOISE, IDAHO 
Mode, Ltd. 

BOSTON, MASS. 
Filene’s 
C. Crawford Hollidge 
Jordan-Marsh 
Lamson & Hubbard 

CHARLESTON, W. VA. 
The Diamond 
Coyle, Richardson 

CHARLOTTE, N. C. 

J. B. Ivey & Co. 

CHATTANOOGA, TENN. 
Miller Bros. 

CHICAGO, ILL. 


Blum's Vogue 
Carson, Pirie, Scott 
The Fair 


° 


20-—-DETROIT, MICH. 
Ernst Kern Co. 
Himelhoch‘s 


Hudson 
Saks-F 


HARTFORD, CONN. 
G. Fox & Co., Inc. 
Sage Allen 
HOUSTON, TEXAS 
Battelstein’s 
Sakowitz Bros. 
HUNTINGTON, W. VA. 


Anderson, Newcomb Co. 


INDIANAPOLIS, IND. 
L. S. Ayres 
Wm. H. Block 
H. P. Wasson 
JACKSONVILLE, FLA. 
Levy's 
Purcell’s 
JOHNSTOWN, PA. 
Penn Traffic Co. 
KANSAS CITY. MO. 
Adler's 
Emery, Bird, Thayer 
Harzfeld’s 
John Taylor D. G. Co. 
KNOXVILLE, TENN. 
S. H. George & Sons 
Miller Bros. 
LINCOLN, NEBR. 
Miller & Paine 
LITTLE ROCK, ARK. 
M. M. Cohn 
LOS ANGELES, CALIF. 
Broadway-Holly wood 
Bullock’s 
Bullock’s, Wilshire 
J. J. Haggarty Co. 
I. Magnin 
Myer Siegel Co. 
Saks-Fifth Ave. 


33—-LOUISVILLE, KY. 


Louis Appel 
Besten-Langen 
Kaufman-Strauss 
H. P. Selman 
, Stewart D. G. Co. 


‘34—-MADISON. wISc. 


iL >< 
Dreyfuss & Sons 
A. Harris Co. 
LaMode 
Sanger Bros. 


Rike-Kumler 


Denver D. G. Co. 


Manchester's 


35—-MEMPHIS, TENN. 


Gerber's 
Phil A. Halle 
Lowenstein’s 


36--MIAMI, FLA. 


Burdine’s 


37—--MILWAUKEE, WISC. 


Gimbel's 


FRANCISCO, CALIF. 


HH. Liebes & Co. 

I. Magnin 

O'Connor Moffat & Co. 
Roos Brothers (All Stores) 
The White House 


56—ST. JOSEPH, MO. 


Plymouth Clothing Co. 


_ §7—ST. LOUIS, MO. 


ge 


Petecteta’s 


Scruggs 
Stix, Baer, Fuller 


58—ST. PAUL, MINN. 


—NEW ORLEANS, LA. 


Godchaux's 
Maison Blanche 
Porter's 
NEW YORK CITY, N. Y. 
B. Altman 
Bergdorf-Goodman 
Best & Company 
Bonwit Teller 
Franklin Simon 
Lane Bryant 
Lord & Taylor 
Macy's 
Saks-Fifth Avenue 
NORFOLK, VA. 
Altschul’s 
Rice’s 
Smith & Welton 
OKLAHOMA CITY, OKLA. 
John A. Brown Co. 
Halliburton’s 
OMAHA, NEBR. 
The Aquila 
Nebraska Clothing Co. 
PHILADELPHIA, PA. 
Blum’‘s 
Bonwit Teller 
B. F. Dewees 
Gimbel's 
PHOENIX, ARIZ. 
Goldwater's 
PITTSBURGH, PA. 
Boggs & Buhl 
Frank & Seder 
Gimbel's 
Jos. Horne 
Kaufmann’'s 
PITTSFIELD, MASS. 
England Bros. 
PORTLAND, ORE. 
Chas. F. Berg 
Olds, Wortman & King 
Ungar’'s 
RENO, NEVADA 
I. Magnin 


~RICHMOND, VA. 


Thalhimer's 71 
ROCHESTER, N. Y. 

Edward's 

B. Forman 72 

McCurdy’s 


The Emporium 
The Golden Rule 


—SALT LAKE CITY, UTAH 


Z. C. M. I. 


SAN ANTONIO, TEXAS 
Frank Bros. 
Frost Bros. 
The Vogue 

SAN DIEGO, CALIF. 
The Marston Co. 


SCRANTON, PA. 


Cleland Simpson 
Scranton D. G. Co. 
SEATTLE, WASH. 
Bon Marche 
Frederick & Nelson 
Rhodes Dept. Store 


—SYRACUSE, N. Y. 


C. E. Chappell 

Dey Bros. 

Wells & Coverly 
TACOMA, WASH. 

Lou johnson 
TOLEDO, OHIO 

LaSalle & Koch 
TULSA, OKLA. 

Brown-Dunkin 

The Palace 

Seidenbach’'s 

Vandever’s 
TUSCON, ARIZ. 

Steinfeld’s 
WASHINGTON, D. C. 

Jelleft’s 

Kann’'s 

Lansburgh’'s 

Woodward & Lothrop 
WILKES-BARRE, PA. 

Bergman’‘s 

Boston Store 

The Hub 
WILMINGTON, DEL. 

Braunstein’s 
WORCESTER, MASS. 

John C. MacInnes 








The WK ENE 


250 WEST 5S 4th 


t Corporation 


STREET, NEW YOR K 





It is not just a coincidence that Am 
fashions on Greneker Manikins. Thes 
wear with magic and glamour. Beyond th 
the exact measurements of ready-to-wear ‘ 
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ur Southern Neighbors 


ADHESION prone. A 
FSTAD N 


—Upper right, Bert Levi's display for Casa Tonsa, Buenos Aires, honoring 
the United States. The liberal translation of the copy is, "Saluting the 
great Republic of the North, the United States, on the glorious day of 
her independence, July 4." . . . Upper right, Rodolfo Pena did this dis- 
play for Paul Hnos. Ltda., Buenos Aires, showing an enormous housefly 
approaching a baby ina crib. The translation: "Protect your 
Baby!''—with Matamoscas Paul, the equivalent of the Amer- 
ican “Flit.”” . . . Lower left, by Ervino Wilhelm, for Casa 
Augusto Wilhelm, Cachoeira, Braz!l—in honor of the local rice 
festival. The farmer stands in a lush field of rice, and the 
grain in brown and white makes up the map of Brazil... . 
Lower right, Antonio Gibert did the shirt display for El 
Encanto, famous department store of Havana, Cuba— 


UWoNA {LRA Wu ARKUS 
Pes + * ies 





yineeens 
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Organized _ 


TO DO A BETTER DISPLAY JOB FOR AMERICAN RETAILERS 


Many of the men in the above photograph have undoubtedly been friends of 
yours for many years. They have already accomplished much to weld the Display 
manufacturing field into a greater industry, by eliminating unfair trade practices, 
cooperating with War programs, in working more closely with the Display 
profession in creating a national show where the best lines are exhibited and 
securing the finest programs obtainable. Retailers can have explicit confidence 
in trading with N. A. D. I. members. 
* * * 
Members of the 
‘NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


\dler-Jones Company ... American Fixture & Mfg. Co... . Bliss Display Corp. ... Bulkley, Dun 
ton & Co....L. J. Charrot Co.... Crystal Fixture Co....L. A. Darling Company ... Dazian’s, Inc 
... Decorative Plant Co. ... Display Equipment Corp. ... Harve Ferrill & Co. ... Gardner Dis 
plays Co... . Garrison Wagner Co. . . . Earl W. Gasthoff Co... . Greggory, Inc... . The 
Greneker Corp. ... Victor Haida... B. A. Jacobs Co... . A. Lutz... Maharam Fabric Corp 

Mechanical Man. Inc. ... Mileo Mannequins. .. Old King Cole, Inc... . Reflector Hardware 
Corp. . . . Schack’s, Inc. . . . Scheuer Art Metal Mfg. Co. ... Sherman Paper Products Corp. .. 
Nat Siegel Fixture Co. ... Silvestri Art Mfg. Co.... Standard Fixture Co., Inc.... Staples-Smith 
Co.... W.L. Stensgaard & Associates... Jas. B. Williams, Inc. ... Display World, Associate Member 

PROGRESSIVE 


| 
NATIONAL ASSOCIATION | of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 
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|. A. D. Directors Reply 


Immediately after publication of the edi- 
torial in the August issue condemning the 
action of the four directors and two officers 
of the International Association of Display 
who, after meeting in New York City, tried 
to secure the resignations of other members 
of the board and officerial staff of the or- 
ganization, DISPLAY WORLD wrote these 
six men to offer them space in which to 
state their position and/or to take issue 
with the editorial, as they saw fit. Those 
written were Ray W. Parks, president of the 
I. A. D.; C. H. Fadem, treasurer; Dave 
Estes, director; Lothar Dittmar, director ; 
Robert O. Johnson, director, and Aubrey 
Maley, director. 

Replies came in from Johnson, Estes, 
Dittmar, and Maley. The first-named_ re- 
sretted that company policy prevented a 
formal reply, but added that the editorial 
covered the situation “nobly.” Estes wrote: 
“Por the future good of the International 
\ssociation of Display and its officers, I feel 
the matter in question is a problem for an 
investigating committee, appointed by the 
proper authorities, and not to be hashed out 
in an endless chain of public and printed 
discussions which will only have a tendency 
to create more hard feelings than already 
exist. ‘We can, we will, we must’ always 
have a national display organization.” 

Maley’s letter, giving detailed comment 
on the situation, is as follows: “When I 
received a letter from Mr. Parks back in 
\pril, asking me to attend a meeting to 
be held in New York on July 5 and 6, 
| immediately went about making plans to 
attend this meeting. My firm agreed to 


send me and everything was all settled. 
felt that surely a meeting of the I. A. D. 
officers and directors would be very impor- 
tant t 
to the profession at large. There was talk 


» the members of the association and 


of discussing postwar plans and such. I had 
never attended any of these meetings be- 
fore, and had no idea how they would be 
conducted, but felt that they must be rather 
important to ask me to come all the way 
irom California. 

“Upon arriving in New York the first 
thing I found was that only a few of us 
had showed up. There were some of the 
men there for the New York Display Mar- 
ket Week, but they left for Chicago the 
very day I arrived. That began to puzzle 
me. After I realized that only six of us 
showed up at the meetings, I was greatly 
disappointed, especially when they could of- 
fer no legitimate excuse (for their absence) 
except for their desire to attend the Chi- 
cago Display Market Week. Yet they were 
willing to let me make the trip all the way 
to New York to attend the meetings that 
they evidently got together and decided not 
It was unjust and inconsiderate 
The impeachment was not 


to attend. 
on their part. 
my idea, but at the time I was angry enough 
to think that it was a good idea. If any- 
one should receive an apology, I think it 


To Editorial 


should come from those who ignored the 
meeting to those of us who were sincere 
enough to give up our valuable time, know- 
ing it was our duty to be there as officers 
of the board. 

“Nothing should be held against those of 
us who did attend and tried to do a job for 
the association. I'm sure that if any of the 
other directors had been in our place they 
would have felt the same way. I don't 
think for a minute that any of us present 
had any idea that the impeachments would 
stick, but hoped that it would stir up enough 
interest in the I. A. D. that everyone would 
get on his toes and work for the good of the 
association. 

“The whole responsibility of the I. A. D. 
rests on the shoulders of the officers and 
directors and it is their duty to the members 
who put them there to accept that responsi- 
bility and see that the affairs of the asso- 
ciation are handled successfully and to the 
benefit of all its members. If this associa- 
tion is to continue to function, it surely 
must have the support of its officers, and 
its officers must have the support of each 
other. 

“Not knowing any of the absent directors 
personally, | am not in a position to pass 
judgment. [| hold no personal grudge. My 
only interest is to see the I. A. D. remain 
a good, clean, non-partisan association, or- 
ganized for the benefit of the displaymen of 
the nation. It can be if everyone will let 
it. I hope this whole thing will be straight- 
ened out for the good of the I. A. D. and 
not just for the benefit of a few individuals. 

“Those are my comments. I have tried to 
write them as I feel about it. I will be 
frank in saying that I'm not interested in 
the feelings of any one individual in the 
I. A. D.; I am only interested in the wel- 
fare of the association as a whole. I am 
glad that I can speak freely of these things 
with vou, because I feel that vou are equally 
interested in the I. A. D. And if I’m wrong 
I'm happy to be told that I am. Of course 
it may cause a great argument, but that 
is what the association needs. I, for one, 
want to thank you for the interest you have 
taken in the I. A. D. in an effort to straight- 
en out its squabbles.” 

Dittmar’s reply was received just before 
going to press and is given in full herewith: 
“*The Comedy of Errors’ may be a blessing 
in disguise. I was asked by mail to attend 
a very important meeting in New York and 
pay my own expenses. I announced my 
intentions of being present, and fully ex- 
pected to meet others there. 

“It's unfortunate that the meeting was 
held—yet more unfortunate that so many 
officers were absent. From a purely right 
and wrong standpoint, who of the entire 
board made the most errors—those that at- 
tended the two-day session or those who 
ignored the meeting date entirely? 

“It seems to me that a group of men who 
have been either appointed or elected to a 


high position should extend the courtesy of 
sending a wire or letter to the president ad- 
vising him far enough in advance that they 
will or will not be present. Cancelling of 
the meeting would have been possible if this 
courtesy had been extended. 

“Since there are two sides to every story 
and you have only heard one, I’m positive 
that DISPLAY WORLD, as our Official 
Organ, will help enlighten those who feel 
hurt. I’m sorry for what happened—and am 
also mindful of what the future has in store 
for us as an association. 

“Thank you for your letter of August 16, 
and last, but not least, the more appropriate 
name for your editorial would have been: 
‘Wake Up, Displaymen.’” 





Government Posters 


To Be Coordinated 


The Office of War Information has an- 
nounced a new plan for the coordination of 
all government posters connected with the 
war effort. Although the OWI will not 
produce posters, a small creative art and 
planning section will be maintained for the 
benefit of other Federal agencies, and all 
posters submitted to the government print- 
ing office for processing will be cleared in 
advance by the OWI. This will make it 
possible for the OWI to coordinate the 
entire output of governmental posters and 
assure their proper distribution. 

In forwarding to the various agencies 
copies of a regulation setting forth the new 
plan, Elmer Davis, director of OWI, said 
that OWL has perfected a number of ar- 
rangements to improve its graphic material 
service. These include a pool of distin- 
guished poster artists who have made their 
services available to OWI; a distribution 
system comprising, in part, the fortnightly 
services of some 300,000 Boy Scouts, and a 
carefully prepared mailing list of some 
2,000,000 outlets. 


Quintrell Appointed 
Local Committee Head 

Everett Quintrell, The Elder & Johnston 
Company, Dayton, Ohio, has been named 
head of the Dayton Retail Merchants Asso- 
ciation committee to check retail advertis- 
ing in local windows and interiors. Other 
committees cover advertising in newspapers 
and on the radio. The campaign is to check 
violations of Dayton’s wartime advertising 


code. 


Rosner Takes Over 
For Selman's 

Formerly with the Meis Company, Terre 
Haute, Ind., Vid Rosner is now in charge 
of display tor H. P. Selman & Co., Louis- 
ville. His first assistant is his wife, formerly 
Miss Katherine Wuest of the Meis display 
staff. 
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$800 In War Bonds Offered 
In Zeppen-Field Contest 


An unusual display contest has been an- 
nounced by W. M. Zeppen-Field Studios, 
923 North Cole avenue, Hollywood 38, Calit., 
in which the first prize is a $500 War Bond. 
Second and third awards are $200 and $100, 
respectively, in Bonds. The contest is for 
the best displays using Zeppen-Field’s strik- 
ing new “Victory Girl” mannequin. Entry 
in the contest is made by photograph, and 
all entries must be received by the contest 
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[ABACOT DISPLAYS, Inc. - 18 East 16th St. . New York, N.Y. 


FLASHING! SPARKLING! BRILLIANT! 


TINSELFLEX PAPER 


closing date of December 1. Entries will | 


be judged by three qualified, impartial indi- 
viduals to be announced later. Full details 
of the contest can be obtained from the ad- 
dress given above. 





Lord & Taylor Scores Scoop 


On Italian Surrender 

Henry Callahan, display director of Lord 
& Taylor, New York City, probably was the 
first displayman to produce a_ full-fledged 
window display based around the Italian 
surrender; the display went on view in a 
relatively few minutes after the news broke. 
The display department had in preparation 
a Third War Loan display which was read- 
ily changed to tie-in with the new develop- 
ment. The window had a background ot 
red paper, torn to show the War Bond mes- 
sage. Immediately above this ran the words: 
“Italy Surrenders!” Scattered throughout 
the window were large reproductions of 
War Bonds and copies of the afternoon 
papers bearing headlines pertaining to the 
Italian collapse. 


Lavish Use Of Display Material 
To Feature Government Campaign 


Hundreds of thousands of window signs, 
store posters and counter cards will be used 
by the government to promote the pending 
“Food Fights for Freedom” campaign. The 
purpose of the drive is fourfold: To in 
crease food production, to increase food 
conservation, to increase food sharing, and 


to play square with food. Emphasis is placed | 


on the fact that of our food supply, 23 per 


cent must go to our armed torces and their 
fighting allies, 2 per cent must go to our 
own territories and our South American 
neighbors, and the remaining 75 per cent 
must be shared equally on the home front 
so that all will have adequate diets. 


Union Extension May Include 
Ward's Chicago Displaymen 

The question of extending a union con- 
tract covering the Chicago employees ot 
Montgomery Ward & Co. to include the 
company’s display and printing departments 
has been taken under consideration by the 
War Labor Board. Arguments by company 
and union representatives were heard ri 
cently and a decision is expected soon. 
Kresge's, Newark, Appoints 
Display Consultant 

Bill English has become art director and 
display consultant for the Kresge Depart- 
ment Store, Newark. He was formerly as- 


sistant art director at Abraham & Straus, 
Brooklyn. 


THE BRIGHTEST, MOST FLEXIBLE JEWEL PAPER MADE 


ROLLS--49 In. Wide--8 Yds. Long 
GOLD, RED or BLUE SILVER 


*7.50 Per Roll *6.50 Per Roll 


ORDER NOW TO INSURE DELIVERY IN OCTOBER AND NOVEMBER 
MADE BY THE ORIGINATORS OF 


SCULP-TU-ROLLS 


28 In. Wide—20 Ft. Long—*5.95 Roll 


BRICK WALL OAK BARK STONE WALL 
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SEND FOR CATALOGUE 


ILLUSTRATING QUILTFOILS, PK CUTOUT VALANCES, CORRU- 
GATED PAPERS, EDGINGS AND OTHER EASY-TO-USE MATERIALS 


Visit Our Showroom While in New York 
All Our Products Originated and Manufactured in Our Own Plant 
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Floats Stimulate The War Effort 


“LT love a parade!” is still as true of the 
average American as when that song hit 
Was written, even though the old-fashioned 
march down a Main street decked out in 
bunting has been on the wane for some 
VCafrs. 

The spectacle of float after elaborate 
float continues to have an appeal to the 
spectator that nothing else quite replaces, 
and it is a fact that such floats get in thet 
best work during wartime when patriotism 
is dramatized through sheer size, color, 
fancy, and motion. 

Some companies have been taking ad- 
vantage of this fact to give still another 
approach to their advertising for the wat 
effort in géifefal, OF some particular phase 
which they desire to stress. Thus a well 
done float can put across a_ short, vivid 
message on the necessity for food conser- 
vation, War Bond purchasing, or similar 
subjects. 

It is perhaps needless to say that any 
wording or slogan on a float must be briet 


SUPPLIED TO WAR INDUSTRIES BY 


j 








and very much to the point. While the 
float passes a spectator at relatively slow 
speed and gives him ample time to read 


and comprehend a worded message, another 


float comes by and still another and so on. 
To be remembered, the slogan or phrase 
must be succinct and catchy. Perhaps the 
ultimate goal along this line would be a 
float that needs no words to explain its 
purpose, or would follow the example of the 
billboard advertising used by the Chicago 
Sun a short time ago, consisting of the 
one word: “Truth!” 

While to the layman a float may have 
the appearance of being extremely compli- 
cated in its construction, and a few really 
are, actually a float is not too difficult to 
build. A definite plan for the finished ap- 
pearance is the first requisite, and there are 
many types of display materials available 
to secure practically any given effect with 
the least possible effort. 


The small photograph shows the front 


view of a float that won first prize as being 
the most beautiful design in an “I am an 
American” parade held in Bridgeport, Conn. 
Designed by F. D. Jolly, Meigs & Co., the 
float’s body was in blue, decked with white 
stars. <A scroll curved from the rear up 
over the truck’s cab, the scroll being white 
with a red border. At the rear sat Uncle 
Sam. Standing before him was a man in 
overalls to represent Labor, and seated on 
an over-size ink bottle was another indi- 
vidual holding a large pen with which he 
appeared to write on the scroll. The scroll 
bore the wording, “I Am an American,” 
and under this heading appeared facsimile 
signatures of Washington, John Adams, and 
other famous Americans. The two front 
corners of the float bore flags. In the cen- 
ter foreground stood a girl dressed as the 
Statue of Liberty, holding the torch aloft. 
She was flanked by two feminine trumpeters 
in smart uniforms. 

Purely patriotic in nature was the next 





float, done ky Del S. Ford for the Consum- 
ers Power Company, Jackson, Mich. None 
of the automobile which furnished motive 
power was visible, a narrow slit providing 
space for the driver to see the street. The 
only wording was the company’s name on a 
small round plaque in front. 

An interesting adaptation of utility win- 
dow display technique to a float is seen in 
the lower picture, this being used by Con- 
solidated Edison Company, New York City, 
for which Ray Martin is art director. The 
Father Knickerbocker figure, 11 feet high, 
used by the company as a trade-mark 1s 
shown pulling a switch to start “Power for 
Victory.” The various war industries shown 
on the float were done in low-relief sculp- 
ture. The color scheme was red, white, and 
blue. 


—The floats pictured are the work of F. D. 
Jolly, Meigs & Co., Bridgeport, Conn.; Del S. 
Ford, Consumers Power Company, Jackson, 
Mich., and Ray Martin, Consolidated Edison 
Company, New York City— 
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DON’T LOSE SALES 
ON SUN-DAMAGED 
| MERCHANDISE! 


Get complete ee 


protection with a 
CALIFORNIA A | 


Transparent 
SUN SHADES 


Sun spoilage takes dollars out of your 
pockets. Our more transparent shades 
offer perfect protection for your mer- 
chandise and display fixtures. Nearly 
50,000 in use . . . We are now mak- 
ing IMMEDIATE DELIVERIES. 


WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 

















SCATTER 


Grass-Green 


FRESHNESS 


into your 
Displays 


Eaton Scattergrass 
is one of the hand- 
iest, most colorful 
display materials 
ever developed. 
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Looks like real 
grass, scatter it into odd shaped 
areas, arcund tree trunks, pedestals, 
stones, etc. Can be reused many 
times. Fire-resistant; mildew- 
proofed. Economically priced. Ask 
your regular display jobber. 


EATON BROTHERS CORP. 
Hamburg, N. Y. 


EATON SCATTER -GRASS 












Clean Your Mannequins with 


“MANNECLEAN” 


— Not a Soap — 


W. H. THOMSON 








3003 N. Charles St. Baltimore, Md. 
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"Brownout" Drive 
| Gets Started 


The first publicity on the nation-wide | 


“brownout™ of electric signs and window 
and interior displays began making its ap- 


pearance recently, together with requests for 


home-owners to conserve electricity and gas 
in their own homes. The extent of com- 
pliance on the part of individual stores re- 
mains to he seen, but it is believed that 
there will be few retail organizations which 
will not fall in line as requested. 


South Bend Contest 
Set For September 16 

The seventh annual “Window Show” 
ponsored by South Bend merchants and 
displaymen will be held this year the eve 
ning of September 16 


Scales Stationed 
In Louisiana 

Pte. Robert H. Scales, formerly display 
manager for Kohn Brothers, Ine.. Glens 
Falls, N. Y., is now stationed at Camp Liv 
ingston, Louisiana 


Special Army Duty 
For Schlesinger 

Herbert S. Schlesinger, New Lite Stu 
dios, 37 East 28th street, New York City, 
was inducted tor specia! assignment by the 


army on September &. 








COMING UP! 

National Dog Week—September 19-25. 

Autumn Begins—September 23. 

Gold Star Mother’s Day—September 
26. 

Nationally Advertised Brands Week— 
October 1-11. 

National Retail Furniture Week—Oc- 
tober 2-9. 

National Letter Writing Week—Octo- 
ber 3-9. 

Fire Prevention Week—October 3-9. 

Loyalty Day—October 3. 

National Business Women’s Week — 
October 10-16. 

National Wine Week—October 10-17. 

Columbus Day—October 12. 

National Fharmacy Week — October 
17-22 

National Apple Week—October 24-31. 

Better Parenthood Week — October 
25-31. 

Navy Day—October 27. 

Girl Scout Week—October 31-Novem- 
ber 6. 

American Art Week — November 1-7. 

Election Day—November 2. 

Father-and-Son Week—November 7- 
14. 

American Education Week — Novem- 
ber 7-13. 

Anniversary of the Organization of 
the U. S. Marine Corps—Novem- 
ber 10. (Organized in 1775.) 

Armistice Day—November 11. 

Red Cross Week—November 11-30. 

Book Week—November 14-20. 








Timely 


Bb isptau 


Here at Timely Service we live by 


this credo — “Never start on 4 dis- 
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play until you first develo 
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Men’s Wear On Display 


—Six displaymen show how they handle men's wear and accessories in this 
group of windows. Left column, top: A. J. Ritter did this window for B. R. 
Baker & Co., Toledo, characterized by attractive mannequins in natural 
poses. ... Second, by Charles A. Merrill, Godchaux, New Orleans; princi- 
pal props: rail fence, crows, and oversize shotgun shells. . . . Below, by 
Robert Findlay, Maison Blanche Company, New Orleans; the window has 
been framed in wood to create the impression that the floor level has 








been dropped. . . . Right column, the top two displays are by Clement 
Kieffer, Jr., The Kleinhans Company, Buffalc—another expert who believes 
in making clever use of mannequins. . . . Next, by Robert Campbell, 
Evansville Dry Goods Company, Evansville, for a shirt sale. . . . Below, 


a prize winner in a Barron-Anderson Company contest, created by Joseph 
J. Zettl, M. O'Neill Company, Akron; the "rock" wall is wallboard covered 
with a decorative paper— 
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4 Splan Wins Wac Contest 
Sponsored By Harper's 

First prize in the Wac recruiting window 
display contest sponsored by Harper's Ba- 
zaar has been awarded to Frank R. Splan, 
R. H. White Company, Boston, for a win- 
dow in which Molly Pitcher and a group of 
figures in Revolutionary war uniforms are 
posed about an old-fashioned cannon. First 
and second awards were $100 War Bonds, 
the latter being won by Guy Malloy, Nei- 
man-Marcus Company, Dallas, with the 
window shown on this issue’s cover. Lee 
Kuhn, Walker's, San Diego, received an 
honorable mention. The contest judges were 
Dorothy Shaver, vice-president, Lord & Tay- 
lor, New York City; Alexey Brodovitch, art 














' director, Harper's Bazaar, and Clifton Fad- 
i iman of “Information Please.” 
‘ Ted Joyce Returns 


"rhetais oi tot tose vettiown | Make Your Displays Count! 


Southern displayman, will be glad to learn 
of his re-entry into the display field as men- 





tioned in the following letter from him: “! Mavbe you can’t fly a bomber or drive a tank, but your dis- 
| pa tone oa — aera ape Pg plays can sell the War Bonds and Stamps that build planes 
Company, Inc., Shreveport, La., and was and tanks and help train the men who operate them. Make 
founder of the Southern Display Men's a x aC 
Association and past-president of that or- your displays count for Unele Sam. Every Bond your win- 
ewe. + Hae Se Rennes ter aueee dows sell brings Victory just that much nearer. 
awhile, and now I am display and advertis- © : 
ing manager for S & Q Clothiers, Musko- 
gee, Okla., and right up to my neck with To get the most from your displays, whether for Bonds or mer- 
current fall display and plans for the holi- chandise, you must have display equipment of the best. That 
days. Here are my best regards to the means Nat Siegel, for this name has for years stood for 
members of the DISPLAY WORLD staff, | the best in display equipment of all kinds. Our 
the International Association of Display, stocks are still very complete on fixtures, plastic 
: vena Se. qoka _Associa- and wood novelties, and mannequins. New 
i Pm reer creations are constantly being added to 
| our line, and our usual prompt de- 
Sherman Paper Releases livery——on most items—is still 
New Display Guide the rule. Write us about 
The Display Guide for 1943-1944 has just your requirements, or 
been released by Sherman Paper Products visit our show- 
Corporation, Newton Upper Falls, Mass. rooms. 


Paul Thompson, the firm’s advertising man- 

ager, comments on the Guide in this man- 

ner: “There is a trend toward simpler win- 

dow and interior displays and decorations, 

a trend that is growing out of the labor 

shortage. Color corrugate I, in its many 39 Ww. 37th Street New York, N.Y. 

| iorms illustrated in this Guide, is helping 
to meet this trend, providing quick changes 

of unbroken, window-height backgrounds. 











The new Display Guide shows a wide range 
of ideas for simpler wartime display and 


; decoration, It aiso contains clever sugges- For XMAS Displays 


tions for merchandise display stands that 


need no priority.” ll do | ICK” 
Copies of the brochure are available on Ca on AN 





en For Fabrics, Papers, Leatherettes, 
es ee Jewel Papers, Artificial Flowers, 
Corrections Noted Ribbons, Staples, etc. Ny ON 
| crise ince i noted lor bis ote 
On N. A. D. I. Ad Send for our Catalogue Today ‘among “motion. mechanisms, 
As the result of recent changes in firm . % int ave area : 
names, the page advertisement of the Na- HANICK $ DISPLAY CENTER Peed ry them pataptie saat 
tional Association of Display Industries ap- Headquarters for Display Materials and t Ma ae ae $fiooots. oar Li 
pearing in the August issue of DISPLAY Accessories FF GEAR CO. 
WORLD should be revised so that the name 8TH & LOCUST STS.., PHILADELPHIA, PA. MERKLE- KOR 








211 NORTH MORGAN STREET CHICAGO, ILL. 








Greneker Studios reads “The Greneker 
Corporation,” and that of Schack Artificial 


ne Company becomes simply Schack’s, PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 
she 
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—From now on until Christmas you will be featuring 
gift items, and shown here is a self-selection shelving 
unit for the display merchandising of such items. 
By carrying out the idea of a gift-box, as illustrated, 
added attention is drawn to the setup because of 
its novelty. Paint the exterior in diagonal stripes— 


—This post decoration can be 
made very interesting by using a 
different naval vessel silhouette 
on each column. It adds to the 
interest and is generally helpful 
to have a small card with each 
ship to tell its type. All ships 
should be finished in battleship 
gray. The addition of a Victory 
"Vand star, with appropriate 
Bond drive wording, completes a 
decorative idea well worth 
trying— 





















—tThis self-selection fixture has been designed for the merchandising 
of towels or bathroom ensembles. The center panel provides space 
for displaying towels on a towel-rack and for mounting an appro- 
priate sign. The top shelf is narrow and holds the wash-clothes and 
guest towels. The larger towels and mats are stocked in the balance 
of the fixtures. An extension provides table-top space for customer 
convenience in examining the merchandise. The sketch shows the 
fixture used as an aisle unit for service on both sides. By using only 
one side it can be used as a wall fixture— 
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—This is a suggestion for a touch of autumn on 

store posts. The canopy is decorated with large 

autumn leaves cut from bright papers. The 

post is covered with bark or bark paper, while 

the circular table has a front of unfinished 

boards of pine, cypress, redwood, or any other 
available soft wood— 
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for Black, Starr & Gorham’s costly crystal 


By “spot-treating” its crystal display with a pair 
of Gun Metal Mirror Flexglass panels. Black, Starr 
& Gorham effectively highlights its merchan- 


dise with the “sparkle that sells.” 


. It’s an excellent example of a little Flexglass do- 


ing a big job tastefully and well! 




















, As an arresting background, as trim for counters, 
; as accents, even for complete covering for walls, 
or miraculously curved around corners or pillars, 
a little Plexglass can go a long way for you, too, 
in helping you sell. 
Try the Flexglass “spot-treatment” in your next 
display. You'll find that your merchandise gets 
the spotlight when you use Flexglass — colorful 
little rectangles of real glass, permanently ce- 
mented to flexible cloth backing. It’s waterproof 
and weatherproof, too. ! Wn 
See your distributor today. Or write for full in- The Glass That Bends 
formation and FREE color ecard. 
. > pIVWw ’ ) 
EL ATE ere UNITED STATES PLYWOOD CORP. 
pencil) are manufactured and marketed jointly by The Menge! Flexglass Division 
Company, Louisville, Kw.. and the United States Plywood Corp 103 Park Avenue, New York 17, N. \. 
facturer will have to be maintained. The 
N A D D p] ns majority of the manutacturers contacted 
e e e e a have signified their willingness to cooperate A New Novelty 
and have enthusiastically endorsed the pro- 
By JOHN L. KING gram. FROM 
Executive Secretary “Constant contact of the executive offices 
with the War Production Board will be e e 
\s our friends from the land of Evangel- ™aintained, which gives our phase of the Associated Fabrics 
ine would say: “One day closer to Victory!” "dustry an accurate picture of the restric- 
I like this salutation, not only because it tions placed upon it by war requirements. ‘ 
offers a glimmer of hope that Victory will “The first issue of this bulletin will go AVAILABLE NOW! 
some day be ours, but because it definitely forth to the N. A. D. D. members on or 
assumes that Victory will be ours beyond about October 1, and a limited number of 
a shadow of doubt. : ; copies will be sent display jobbers not now S kl i Sil 
It is quite natural, therefore, that I should = members of the N. A. D. D. upon request. par ING | ver 
; like the following statement of our National “The Executive Board feel that this new 
\ssociation of Display Distributors’ presi- venture will be of material aid to both the 
dent, Joseph E. Poder when in - face manufacturer and its own members, and in Jewel Paper 
of wartime difficulties he looks forward turn to the display cratt. 
; through the dark clouds that envelop us “It is also the hope that the entire display ALSO 
today, beyond a battle line of ships, planes, industry will cooperate with this effort. : a 
tanks and guns, and places another cog in = This may help to clear up much of the con- Tinsels Fabrics 
the wheel of progress for the display in- fusion now existing, especially with reter- 
dustry as follows: ence to restrictions caused by war necessity Snow-Crystal Beads 
“In conforming with the chief purpose Cooperation with every phase of the war et- 
of its organization, that of dissemination of fort is the pledge of the N. A. D. D. Every . 
information through the display industry, effort towards the betterment of point-of 
the National Association of Display Dis- sale advertising is its pledge to the display Write Us For Samples 
tributors is preparing to issue a monthly crafts.” 
bulletin to its members. There will ke many ways in which our e 
“This bulletin will contain the news of | members can aid in distributive education. 
all new products to be placed on the display One survey, made in 1941, indicated that = . 
market and detailed news covering restric- where display was being taught in schools Associated Fabrics Company 
tions, allotments and availability of the and colleges the local distributor in most (Display Division) 
Various products distributed by the jobbers. cases had aided by supplying the materials 
“To make such a program work, full co- and props requisite to demonstrations used 1600 Broadway, New York 19, N. Y. 
operation with the display materials manu- — by the instructor. 
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3. Advancement of the Display Service Business. 


4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display'’s Power in 
Merchandising. 


6. Absolute Independence of Our Editorial 
Columns. 
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How About Your Department 
When Peace Comes? 


The war has caused great changes in every 
display department and most of them are 
operating unter conditions entirely different 
than would be the case in peacetime. Fur- 
ther changes will be necessary when the war 
is won, and it is not too early to. start 
thinking now of that time. 

Planning is always hard work—so many 


reasons always exist for delaying until 
more can be known about the things to 
come. But time is always short, and the 
display director who wants his department 
to return to normal operation after the war 
with the least interruption 
should not delay too long in studying some 


of the problems he will have to face. 


friction and 


Some of the questions he will want to 
consider are listed below, with the realiza- 
tion that the ideal approach can not be 
“packaged” tor every department. The fol- 
lowing Js simply an outline to serve as a 
framework on which to build, or to suggest 
new questions more directly related to indi- 
vidual problems : 

What was our display job in 1940? How 
many did we employ in that year, and how 
many hours did they work on an average 
What is our display job right 
now, and can we estimate what it will be 


pel week ? 
when the war ends? How many are we em- 
ploying, and what hours are they working? 
How many can we estimate will want to 
continue working for us when peace comes ? 
What plans have we made for those who 
left our department to join the armed 
fc yrces ? 

The answers to those questions will pro- 
vide basic background data. The last full 
peacetime vear was 1940, and hence is the 
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basis from which future peacetime years 
should be calculated. 

Are there any changes we should make in 
our way of presenting merchandise to the 
public? Any particular types of display we 
have found to be better than the rest, and 
can these be expanded and amplified to be 
still better? Should we discard any display 
practices which we have tried and found 
wanting but still continue to use because of 
personnel shortage or some other reason? 
What akout the physical condition of our 
windows, store front, interior? What changes 
will we want to make from the appearance 
standpoint when materials and labor become 
available once more? 

What plans should we make now for dis- 
play equipment after the war is over? Is 
there anything we can do to give our store 
better display at the same cost, or lower 
cost? 

With respect to materials and supplies 
purchased in the prewar period, was there 
any waste, unnecessary expenditures, etc., 
that can be eliminated? Is there any possi- 
bility for improvement in buying economy ? 
Are there any new, natural or synthetic 
materials not now available but which we 
should keep in mind for display use after 
the war? What, in general, may be the situ- 
ation with respect to all the materials and 
equipment we purchase, or used to purchase ? 

What changes in department layout, or 
department routine, can we make which will 
mean more efficient or economical opera- 
tion ? 

We have found War Bond displays and 
similar displays in the public interest of 
real benefit; should we continue to think in 
these broad terms of community life and 
use regular installations of this type, or 
should we confine ourselves to strictly mer- 
chandise and store “institutional” displays ? 
questions are intended, 
primarily, to outline the things 
that should ke considered in relation to a 
postwar planning operation. Many of the 
questions may not be directly applicable to 
a given display department — but undoubt- 
edly they will suggest others which do 
apply. The chief executives of American 
business are calling meetings of key people 
for the purpose of starting postwar prepara- 
tions in their individual companies. The 


The fore going 


various 


keynote of such meetings is the urgent need 
to start such planning now. Display execu- 
tives should follow suit. 


One-Third Of Your Displays 
For The War Effort 

Advertisers of all sorts are being asked 
by the Office of War Information to devote 
at least one-third of their advertising to 
This means that frequently 
a complete advertisement will be on a war 
theme, and that a substantial portion of 
every single ad is requested for this pur- 


war messages. 


pose. 

Is there any reason why displaymen should 
not follow suit? The idea has been ad- 
vanced before, chiefly in a DISPLAY 
WORLD article by W. L. Stensgaard some 
time ago in which he showed how one-third 
of any window display could be used for a 
war message without disrupting the entire 
window. 

Here is what other forms of advertising 
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have contributed gratis during the past year 
for war messages: Radio advertisers and 
the radio industry, $100,000,000 worth of 
time and talent; 440 magazines, of which 
DISPLAY WORLD is one, have been con- 
tributing at least one page of space a month 
for a campaign; the newspapers of the 
country helped organize last year’s scrap 
drive, and during the Second War Loan 
drive carried 36,000 full pages of advertis- 
ing with a value of $4,500,000; 63 per cent 
of all outdoor posters are devoted to war 
messages; the car-card industry contributed 
100,000 units of space monthly for this pur- 
pose; national and local advertisers have 
contributed more than $100,000,000 worth of 
space, with the drug industry alone devot- 
ing $2,000,000 to a special War Bond drive. 
The contribution of the entire advertising 
field during the past twelve months was at 
least $250,000,000. 

The field of retail display has contributed 
its share by windows. and interiors on vari- 
out phases of the war effort, but it can join 
in this nation-wide program by actually set- 
ting aside one-third of each display for a 
war message in addition to the full displays 
now being used. Why can't local display 
clubs get behind this idea and see that it is 
carried through? Or in communities where 
clubs do not exist, a local display com- 
mittee could be formed for the same pur- 
pose. 

It is through constant hammering away 
at war messages that people are induced to 
take the action necessary to the more speedy 
winning of the war. Every day, hour, or 
minute that can be lopped off the actual 
fighting time can mean the safe return of 
more fighting men. 

There need be no monotony in such dis- 
plays, for there is a host of subjects with 
which to deal, each of them calling for dit- 
ferent display handling and each of them 
suggesting a variety of treatments. Among 
them are the need to combat inflation, to 
stretch our food supply, to conserve house 
hold equipment, gasoline and tires; saving 
eating nutritious foods despite a 
narrower choice; cutting down on absentee- 


waste fats; 


ism; solving the housing shortage by rent- 
ing space to war workers; prepare the hom« 
for winter; ordering fuel early; digging 
deeper for War Bonds; encouraging women 
to take war jobs; speeding up enlistment in 
the Wacs, Waves, Spars, and other wom 
enrollment as student 
serving on ration boards, detens« 


en's organizations ; 
nurses ; 
councils, and the like. 

These are the messages which need the 
consistent mass circulation which display 
can give, and there will be more like them 
in the future. 


RIP Studio Increases 
Staff, Space 

Constantly demand for the 
firm’s line of paper sculpture, panels, and 
the like has made necessary the additio1 
of six new designers to the staff of RIP 
Studio, 15 East 22nd street, New York Cit) 
as well as considerably more space tor pro 
duction of store-wide promotions and quan 
tity orders. The firm's holiday themes aré 
based chiefly along the old-fashioned Christ 
mas idea, in keeping with the general trend 
this year, and also includes patriotic motifs 


increasing 
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$660 In Cash Prizes 
Offered In Contest 


The annual display contest in connection | 


with National Letter Writing Week will 
be held for four types of stores this year, 
with a total of $660 in cash prizes to be 
awarded. The week is scheduled for Octo- 
ber 3-9. First, second and third prizes of 
$100, $40, and $25 will be awarded to the 
winners in the department store group, sta- 
tionery stores, variety chain stores, and drug 
and other retailers not in the first three 
divisions. Complete details can be secured 
from the Paper Stationery & Tablet Manu- 
facturers Association, Inc., 527 Fifth avenue, 
New York City, but the following are the 
rules in brief: 

The display must be on view for at least 
three days during the official week; photo- 
graphs must be at least 5 by 7 inches, but 
not necessarily made by a professional pho- 
tographer; displays must carry out the 
theme: “Letter Writing with the Services,” 
and judging will be on the effectiveness and 
attractiveness in carrying out this theme; 
one or more official posters (obtainable free 
from the address given above) must be used 
in the display. The closing date is October 
30. Winners’ checks will be mailed by 
November 20. 





List Of Nondeferrables 
Includes Displaymen 

The latest government listing of occupa- 
tions in which employees will not be de- 
ferred from drafting for duty in the armed 
forces includes the following in this field: 
the manufacture of decorative materials, 
artificial flowers, merchandising display 
equipment such as cabinets and showcases, 
signs and advertising displays. Sign paint- 
ers, sign writers, and “window trimmers” 
and displaymen are specifically listed as 
nondeferrable. 


Graceman Joins Macy's, 
In Charge Of Direct Mail 

The appointment of Edward Graceman as 
manager of the direct mail department has 
been announced by R. H. Macy & Co., New 
York City. Graceman was formerly in the 
display department ot Sears, Roebuck & 
Co., Chicago, under the direction of Leslie 
Janes. For the past year he has served as 
editor of the Calendar of the Retailers Na- 
tional War Campaigns Committee, with 
which the Victory Display Committee was 
affliated. 


Clarke Replaces Tracy 
At |. Magnin's 

\l Tracy has resigned as display manager 
tor I. Magnin & Co., San Francisco. The 
department is now under the direction of 
Henry Clarke. 


Turney Signs Up 
With U. S. Navy 


R. Kenneth Turney, display manager for 


Bergman's Bon Ton, Altoona, Pa., left for 
naval training on August 12. He has been 
succeeded at the Bon Ton by Miss M. M. 
Leonard, his former assistant. 
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DUE 10 YEARS: 


OUTED STATES WAR SAVINGS BORD 


GIANT 


WAR BONDS AND STAMPS 


We have been fortunate in obtaining exclusive 
permission from the U. S. Treasury Depart- 
ment to produce enlarged photostatic facsimile 
reproductions of War Bonds and Stamps for 
display purposes. 


FACSIMILE WAR BONDS 


14” x 18” Each, $ .50 

25” x 28” Each, $1.00 

44” x 48” Each, $2.50 
FACSIMILE WAR STAMPS 

12” = 12° Per Doz., $1.50 


The sheer size of these giant reproductions 
makes them a very impressive aid in the sale of 
War Bonds and Stamps. Use them over and 
over. 


ALL ORDERS SHIPPED PROMPTLY 


SILVESTRI ART MFG. CO. 


710 W. WASHINGTON BLVD. CHICAGO, ILLINOIS 








WOOD FLAKES | | ONE MAN’S LEMON 
KUBES—CHIPS-—-WHITE SAND] | May Be Another Man’s Peach 
WHITE STONES—CORK We may have just the thing you're look- 


ing for. On the other hand, you may have 


All Colors—Prompt Shipments what we're looking for. 
Latest Fall and Xmas Numbers Inquiries promptly attended to 
Used by leading stores—no priorities needed 
Send for Catalogue and Free Samples M A R Cc U Ss 
WINDOW DISPLAY SERVICE, INC. 
NATIONAL SAWDUST cO., INC. 114 LINCOLN ST. BOSTON 11, MASS. 


Display Dept. 
65 N. Sixth St. Brooklyn, N. Y. P. S. Have you seen our New Fall Catalog? 























« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS = 








Four 
Or Oveg $0,000 BuLLEy r 








—Package display has _ its 
part in modern warfare, as 
evidenced by this green tea 
carton for the lend-lease 
program in North Africa. 
The front panel shows the 
American flag, and side pan- 
els picture the Statue of 
Liberty—''Symbol of Friend- 
ship.’ The messages are 
shown on alternate panels in 
French and Arabic. The box 
is by Robert Gair Company, 
New York City, for General 
Foods Corporation— 


—More than 10,000 retailers 
and distributors received this 
Westinghouse display de- 
scribing the company's Sun- 
day radio program and pic- 
turing its stars. The display 
is to help Westinghouse 
dealers build goodwill and 
maintain identification in 
their communities at a time 
when the company's mer- 
chandise is scarce— 


—Excellent package display 
is exemplified in the ciga- 
rette containers used by Ax- 
ton-Fisher Company, Louis- 
ville—particularly for ''Fleet- 
wood" cigarettes and Axton's 
"Vintage Specials." The lat- 
ter uses a leather-grain pa- 
per of brown to cover the 
box; a hand-tooled effect is 
achieved on the lid. For fur- 
ther distinction, all printing 
is removed with the wrap- 
per— 


—A book package which has 
come in for much attention 
since its release earlier this 
year is the one for Kipling's 
"Just So" stories. The ani- 
mals pop out when the con- 
tainer is opened, and all are 
lithographed in full color. 
The books are therefore self- 
displayers of great attrac- 
tion value. Designed by Ben 
Klein and Geraldine Clyne; 
lithography by National Proc- 
ess Company, Inc.; cutouts 
by Freedman Cut-outs— 


—This display card presents 
good reasons why many con- 
sumers must go without rub- 
ber soled canvas shoes for 
the duration. The illustration 
of the three bare-foot boy: 
heading for the nearest fish- 
ing and swimming hole is in 
full color. Lithographed by 
Forbes Lithograph Company, 
Boston— 
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N. A. D. |. Announces Committee 


For Post-War Conventions 

Trowbridge H. Stanley, publicity director | 
of the National Association of Display In- | 
dustries, announces that W. L. Stensgaard, | 
president of the New York and Chicago | 
firm of that name and chairman of the Ex- | 
hibits committee of the N. A. D. 1, has | 
appointed a committee to work for the in- 
terest of the retail trade and the display 
industry in laying plans tor a new and im- 
proved annual display convention for the 
postwar period. The committee will develop | 
the plans for manufacturer exhibits and will | 
work closely with the displaymen’s group 
in assisting them in every way possible in 
planning the educational features of their 
program, arranging for speakers, and the 
like. The committee is made up of: 








W. LL. Stensgaard, chairman; Albert 
Bliss, Bliss Display Corporation, New York 
City; Trowbridge H. Stanley, president, |. 
A. Darling Company, Bronson, Mich.; L. J. 
Charrot, L. J. Charrot Company, New York 
City; Earl W. Gasthoff, Earl W. Gasthoff 
Company, Danville, Ill; I. T. Vierheller, 
Garrison-Wagner Company, St. Louis; Jos- “ 
eph Adler, The Adler-Jones Company, Chi- * + £ 
cago. > a + 4 £ 

The committee was made up of manutac- 
turers representing various types of display 
products in order to have a broad viewpoint 





in arranging for exhibits to serve the best | e 
interest of retail displaymen and manufac- X4308 - SANTA & FLAG PANEL X 4305 - YANKEE PALS UNIT 
turers alike. SIZE: 42” x 72” LIST $3.50 SIZE: 48 In. HIGH, 84 In. WIDE LIST $6.50 



















St. Louis Guild S 
Elects Officers oe 


At the August meeting of the St. Louis 


Display Guild, Dave Estes, Bond Clothing | < 
<onnclllgg S| —— 


w Py 
eo %ifvie 
- . 77 


( ow. “6 

% _ + ® . a . 

‘ ; . ! 3; 
Company, was elected to the presidency. He — it y ~X 2 3 care i 
succeeds Tom Kenna, Famous-Barr Com- NS N un Scher ama 
any, who was head of the club for the past y CF ; 
pany, O Was head o le Club tor € pas ENTIRE LINE UNS AL x’ 
two years and who now becomes chairman OF CHRISTMAS _—. $9 | 
of the board of directors. Other officers DISPLAY LEADERS 
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y Ti gate 
eet I 











elected for the coming year are Edward AT YOUR -< 

Gallagher, Weil Clothing Company, vice- DISPLAY 

president; Miss Babs Deaz, Stix, Baer & MATERIALS 

Fuller, secretary; John Stoppenbrink, C. EF. WHOLESALER D72 - MERRY CAROLERS VALANCE 





Williams Shoe Company, treasurer; Otto SIZE: 24 In. WIDE, 24 Ft. LONG LIST $2.95 
Lasche, Kline's, sergeant-at-arms. 


The club's board of directors includes The Reyburn Manufacturing Co., Inc. 


Joseph Chadwick, Famous-Barr Company; 


Armand Raining, Boyd-Richardson’s; Paul PHILADELPHIA 32, PA. 
Kloeris; William Bellison; Sidney Durham, 


Ely & Wather. and Joseph Neff. SHOWROOMS: CHICAGO, NEW YORK 











Decorating Firm 


Quits Busi ' , 
7 ‘~~ _ disses Abbie When planning your Fall and Christ nas NEW CARPETS for OLD 








has gone out of business after twenty-five Decorations, Use Natural Greens; 
years of operation in Cincinnati. Estab- - er tir tabteaitanralaeere degli eapalianead 
BOOS eo oan kb hae ce slowed $5.00 cas2 . . . 

lished by L. B. Woeste, the firm had been Magnolia Fo'iag2 .............. 5.00 cas2 faded carpets. overnight souanent errs 
managed since his death in 1933 by Mrs. Long Needle Pines—Boughs...... 3.50 doz. —_ we Seer. hte ranean, ode 
Florence Woeste, assisted by her daughter, Laurel Hoping ........... ... 20c per yd. eeeeteting: Reapenan: GAN: eelees: ant Sines: 
Mrs. Helen Heimann. Difficulty in obtain- Southern Grey Moss.......... $2.00—10 lbs. For complete information and sample (color 
ing materials and labor resulted in the de- Your crders will have our persona! a:tention selected should be some as in present carpet, 
Cision to go out of business. and prcempt sh’pment. or darker) write 


Wire or write 
Another Displayman Caldwell The Woodsman Co. HELMS CHEMICAL COMPANY 
Called For Army EVERGREEN, ALABAMA 1014 N. Harlem Ave. River Forest, Ill. 

Formerly with Stone Brothers Jewelry . 


Company, St. Louis, Harry Holmes now is 


a private in the army. « ™* Please Mention DISPLAY WORLD When Writing Advertisers » » 





























VO PRIORITIES 


IMMEDIATE SHIPMENTS 


CRYSTAL BEADS 
DIAMOND DUST 
GLASS TINSELS 


will solve your decorative prob- 
lems. Beautiful effects can be ob- 
tained by applying the Diamond 
Dust and Beads over colors as 
they reflect the color they cover 
and add sparkling beauty to 
same. 


Glass Tinsels can be supplied in 
the following colors: SILVER. 
GOLD, RED, BLUE, GREEN and 
BLACK. 


Write for Samples 


Edward C. Ballou Co. 


6 Varick St., New York 13, N. Y. 








NEW LIFE 
STUDIO 


NEW YORK CITY 


has gone to 
WAR 


* 


Will be back 
“When it’s over, 
over there” 

* 

Herbert S. Schlesinger 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St Baitimore, Ma 
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Schack's To Issue 
Christmas Catalogue 

In response to numerous requests from 
the firm's clients, Schack’s, Inc., 319 West 
Van Buren street, Chicago 7, has prepared 
an unusual holiday display catalogue which 
will be off the press the latter part of Sep- 
tember. The shortage of many raw mate- 
rials has proved an incentive to clever 
adaptation and design, according to Phil 
Goldberg, and the catalogue will show many 
novel treatments and ideas. Copies may be 
obtained by writing the address given above. 





Milwaukee Club Lists Seven 
In Armed Forces 

Walter Vanselow, of the Milwaukee Dis- 
play Club, reports that seven members of 
that organization are now in the armed 
forces. They are Harry Stender, Artists & 
Display Supply Company; George Lane, Ar- 
min Roessler, and Chester Apulonis, all of 
the Boston Store; Francis FE. Gray, Heller 
Stores; Michael T. Pastirk, free-lance, and 
Art F. Sieman, Sieman Sign Company. 


THE DISPLAY PARADE 
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Pryor Resigns Position; 
To Establish Business 
The resignation of Morris Pryor, for 
nearly two decades display director for 
Korrick’s, Phoenix, has been announced. His 
successor has not yet been appointed. Pryor 


will move to New Mexico, where he intends 
to establish his own business. 





Kalasky Dons Uniform; 
Was With Davis 

A. T. Kalasky, for several years in charge 
of display for the W. B. Davis Company, 
Cleveland, is now in the army. The firm’s 
display is being taken care of by The Cleve- 
land Display Company. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 











By TONY BRINKER 





“. WN! THAT, FELLOW 
DISPLAY MON, ARE 
€ COLD 


Rae 


Gar \S A PAST- PRESIDENT OF 
NORTHERN INDIANA DISPLAY 


AND 
THREE YEARS As TREASURER 
OF THE 1.A.0.M. WE 1S MARRIED 
AND WAS ONE CHILD— ALSO 
KNOWN AS ASPEAKGR BEFORE 
VARIOUS CLUBS, CONVENTIONS AND 
BUSINESS ORGANIZATIONS. 


FRANK. G-. 


AISPLAY DIRECTOR 


SOUTH BEND, IND. 


{le WAS BEEN DISPLAY 
ROW RECTOR FOR SS 

N BROTH iS ‘ca 
FOR THe PAST NINE YEARS. He HAS *S 
WRITTEN® THINK THiS OVER” FoR 
msm Ay WORLD FOR NEARLY 
SIX YEARS AND 1S UNIVERSALLY 
Wis CANDOR, LOYAL ane 

XY AN 

BELIGF IN THE SUTURE OF DISPLAY 


UN 
“TWO YEARS 
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Tees 
LATER FORM 
=f mE ; Ya ig) “TASPLAY 
“SPCKEMANN’S, ELGIN. AND WAS THERE FIV@ YEARS. 
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Wally Kramer Inducted 
For Army Duty 

DISPLAY WORLD's candid cameraman 
was right on the job when Wally Kramer 
received the fatal news from his Selective 
Service Board and hence his joyous reaction 


is preserved for posterity in the photograph | 


below. 





—The 


scoop of the 


photographic 
Wally Kramer's happy expression as he re- 
ceives orders to report for induction into 
the army— 


year: 


been practicing his No. 1 fighting expres- 
sion. 

At any rate, the army 
display has lost, for the duration, one of its 
most genial and best-liked members. Kra- 
mer had manager of the Garrison- 
Wagner Company's branch in Chicago for 


he’s in now and 


been 


several years, and prior to that time headed 
the display department of Pirie 
Scott & Co., Wholesale. 
play Club honored him with a farewell party 


Carson 


On second thought, Wally may have | 


The Chicago Dis- | 


at the Inverness Country Club on August 22. | 


It's Army Duty 
For Engstrom 

Vern formerly of 
St. Paul, is now in the army. 


Engstrom, Newman's, 


LOS ANGELES DISPLAY WINDOWS 
CONTINUE TO CHARM SHOPPERS 
[Continued from page 13] 

throughout the 
fact that “This 
Bullock's August 
Superimposed upon this statement was the 


signs 
the 
can be no 


Large 


phasized 


store 
Year 


Clearance.” 


em- 
There 


advice: “Buy War Savings Bonds Instead.” 
The photograph at the top of page 13 
shows the corner window, which was de- 


voted to America as one of the United Na- 
tions. outline map in the 
descended a series of steps on which rested 
miniature cutouts of cattle, 
trees, ships, factories, and people to repre- 
sent the many aspects of this nation. FEnor- 
mous men-like were on panels at 
each side of the window, these bodies being 
covering with a photomontage showing the 
work of many 


From = an rear 


homesteads, 


figures 


\merican industries. 

The center photograph is of the display 
cevoted to England, with a paper sculpture 
lion rampant in the background. By the 
flag is a mannequin in the traditional “Beef- 
eater” the Palace Guard. The 
large crown in the center was done in paper 
sculpture. 


costume ot 
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(Colors Available 


See Your Dealer 


Chicago Cardboard Company 
666 Washington Blvd. Chicago, III. 





Attractive PAPIER-MACHE 
SANTA REINDEER DISPLAYS 


The quality workmanship makes SANTA 
REINDEER the most outstanding display of 
its kind on the market. Note the expression 
of the Reindeers as they come to a stand- 
still, as SANTA indicates his arrival. All 
figures are modeled in relief made of Pa- 
pier-Mache, plaster and wood combination. 





The deer, modeled 3-inch relief, 54 inches 
in height over all and flocked with a fabric 
that gives them the appearance of real 
Santa modeled in high relief is fas- 
tened in a three-dimensioned sleigh made 
of ply wood, 62 inches long, 18 inches wide, 
22 inches high. 


hair. 


Complete Display $125 F.0.B. Atlanta, Ga. 


For further information write 


DOUGLAS L. WELLS, 853 N. HIGHLAND AVENUE, N. E., ATLANTA, GA. 
DESIGNER AND MANUFACTURER OF EXCLUSIVE PAPIER-MACHE DISPLAYS 








50 Inch Mohair Casement Cloths 
FOR PERMANENT WINDOW DRAPES 


ALL COLORS 


FABRICS CO. 
NEW YORK CITY 


PRICE 
67 W. 44th STREET 


















>AIR BRUSH 
CATALOG 


" THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


Send for the 


“In 1891 
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Make It A — 
VICTORY — 
Christmas —¢ 


Thinking about Christmas is ——= 


natural 


i 


for us because we or 


have been privileged for many 


years to supply the nation’s 

























leading stores with their 
Christmas Displays and Dec- 
orations . . . BUT THIS 


CHRISTMAS has 


more to think about ... for 


given us 
the home front as well as the 
battle front must do its part 
to make possible a Christmas 
filled with peace and hap- 


piness. 


Surely we want again to plan 
and enjoy the old fashioned 
Christmas . . . to bring the 
boys back home with a com- 
. so lot's back 
the attack with an all out 
effort by subscribing to the 
fullest for the THIRD WAR 
LOAN—the best investment 
and the safest! 


plete victory .. 
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a BY FRANK G. BINGHAM 








Today, I have become a dangerous man. 


I am celebrating my fortieth birthday on 
Labor day, no less, trying to write this 
column. When you reach two score years 


you should stop and think. It 1s two-thirds 
ot lifetime. It is 480 months, 
approximately 14,600 days, 350,400 hours or 


an average 


21,024,000 minutes since I announced my 
arrival on this plane with loud cries of 
anger at the doctor for slapping me so 


hard on the back. Being the last of a family 
of eight, four boys and four girls, my crying 
days were short-lived. In fact, my brothers 
and sisters were plenty fed up with bawling 
this time and I quickly learned 
This valuable les- 
son in early life, however, did not stay with 


babies by 
to keep my mouth shut. 


me and has caused me no end of trouble. 


The entire family did its best to give me 
the right start in life. At 2 
my sisters let me roll off the front porch in 
This taught me a splendil 


years one of 


my baby buggy. 


lesson: “When you do anything, do it well.” 
When I was 3, the whole family left me 
stranded in bed while they ran from the 
house during an earthquake scare. This 
taught me: “Many things are not as bad 
as they appear on the surface.” When | 
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Think this aver 





was 5, one of my brothers taught me how 
to swim by tossing me out of a boat. Be- 
learning how to swim I. learned: 
“Depend not upon others, but upon yourself 
if you want to get ashore or ahead in this 


sides 


world.” 

My first day at school I had to make an 
important decision. Two girls and I had 
the ame vii ancis—mine spelled with an 
“i” antl the gi¥ls’ with an “e.” All the boys 
said I had a éirl’s name, so my good mother 
gave me permission to change it to Frank 
Frank ever since. A birth 
certificate recently showed up proudly pro- 
claiming the name of Francis, so legally I 


kidding all 


and it has been 


have been even myself these 
years. 

In third grade I did everything wrong. 
I blew up a balloon under my desk, not 
knowing it had a squawker in it, and the 


teacher used me as an example for all sorts 


of punishment the rest of the year. Her 
favorite trick would ke to come up trom 
behind and hit my knuckles with a heavy 
ruler. My young mind became so involved 


to 
much and 


get even I failed 
at the end ot the 


in figuring out 
to study 


Ways 
very 





ak 


—Eight good reasons why display becomes more interesting day by day. These ‘‘displadies" or 
"displayettes" are from the staff of Jack Nichols, The Ernst Kern Company, Detroit, and the 


photograph was taken on one of their recent week-end parties. 


They are, in the usual order, 


Charlotte Stone, Rosemary Weidman, Annabelle Germansky, Mary Cassidy, Shirleen King, Edna 


Magdowski, Becky Albright, and Jean Neville. 


Not shown are Norma Pelletier and Edith Scott, 


also of Kern's display department, and Mayetta Avery and Irene Washnoch, sign department— 
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Write lor 
DISPLAY FOLIO 


hristmas 1943 


20 interesting and 
inspirational pages 
filled with valuable 
suggestions for in- 
terior and window 
display. 





BULKLEY, DUNTON & CO. 


Display Papcrs Division 


295 Madison Ave. 2635 S. Wabash 
New York 17, N. Y. Chicago 16, IIl. 





il 
EFFECT OF LEATHE 


.. » Price of Paper 


WITH 
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A CLOPAY 
PRODUCT 


Backgrounds---Covering--- Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What’s more, it’s grease 
proof. stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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year she did not pass me into fourth grade 
learned here hard 
Trying to get even, 


The lesson | was a very 
and an expensive one: “ 
wastes a lot of 


back 


even if you do get even, 
time 


in satistaction.” 


valuable and vou can never get 


moved on and with it an important 
medal for Liberty 
World 


worst 


Time 
event. I got a 
Bonds in the first 
I was the world’s 
bashfulness embarrassed the 
their spirit 
feeling 
didn't 
is a 


selling 
War 


salesman, but my 


campaigns. 


buyers so that 


patriotic became strong through 


sorry for me. To my knowledge | 
talk 


lesson some 


myself out of any sales—which 


display salesmen have vet 
to learn. 

\t the end of my junior year in high 
happened to be 
book. By 
express company delivered the 
instead of to the 
Instead of 
with the 


school | manager of the 


annual vear some mistake the 
books to my 
home school on the last 
them to 


best 


calling 
help of my 


day of school. 


pick them up I, 


friend, packed them into the bottom of my 
canoe and paddled a mile up the river and 
across to the opposite bank. Here we un 


loaded them and delivered them to the class 
When asked by the principal what 
Il would have done if the 
I replied: “It didn't 
wouldn't.” \ lot of 


on time. 
canoe had capsized 
because I knew. it 


that young confidence 


we have capsizes as we grow older and 
even today when I begin to lose nerve I try 
to get back into my canoe with those an- 
nuals. Remembering the things you did 
with great confidence yesterday helps your 
spirit to conquer the problems of today 
My first window taught me a lesson | 
have never forgotten. I was working in a 


confectionery store which had a fancy pop- 


corn machine. The boss went away one day, 
telling me to trim the 


popcorn machine full speed all day long, 
filling the window with popcorn to the depth 
ot 3 feet, using empty cartons for a_ filler. 
The boss, a good Greek, came home late 
that night and from the street it looked 
like a tremendous lot of popcorn wasted. 
The next day when I came to work | 


immediately, but 


Main 


thought I would be fired 


the boss was grinning. Everybody on 


street was telling him what a wonderful 
window he had, and on top of it everybody 
wanted popcorn. The machine could not 
produce it fast enough. The lesson is as 
old as display itself: “Put over one idea at 
a time well, if you want it to sell.” This 
takes me up to the half way mark when | 
was young and 20. The other twenty years 
we can discuss at some later date, provid- 
ing the first twenty haven't bored you too 
much. 

WORDISPLAYS: The truth about the 
New York “directors’ meeting” of the Inter 


national Association of Display was told 

no uncertain terms in the last issue of 
DISPLAY WORLD and I am proud to be 
with a publication that 
news without fear or favor. Two direc 
tors who did not attend tl New 


associated reports 


le Meeting in 


York, and one who did, have written me, 
thanking me for our rightful stand; the 
others, I presume, are still too angry to 


take a pen in hand—anyway, you can read 


window. I ran the 
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WRITE 


“The Display Center of America” 


From Maharam’s huge stock of Display 
Fabrics and Accessories, you can fill prac- 
tically all your display requirements. On 
the list below check the items you are 
interested in and mail to us for complete 
information. 
] BAMBOO 
BORDERS 
Chrome Foil 


AP 

EDAR PIECES 
©SLLULOSE ACETATE 
LLOPHANE 
Sparkling Cre} 
[] Micacrystal 
CHROME BANDING & 
CHROME SHEETS 
COMPOSITION PIECES 
CORK MOULDING 


TAPES 


CRASHES 

EAGLES 

FABRICS 

FACIL FAB 

FIBRE M ATTINGS 

FLAG SETS 

|] FLOWERS ARTIFICIAI 

FLEX-O-CORD 

FLOORINGS 
Compressed Sisal 
Fibre Mattings 


1 Grass Cloth 
Grass Mat 
Macco Cloth 

JEWEL CLOTH 
LAMILUXE 
LEATHERETTES 
MOULDED FABRIC UNITS: 
Kwilt Blocks 
Festoon Drapes 
Valance Drapes 
MOULDINGS 


| Chrome I 
PANELS 
PAPERS: 
Fibercote Coveray 


Corrugated 
) Crushgrain 
Di Lon 
] Foils 
Gift Wrapping 
Jewel Papers 
Quiltsheen 
[) Veloursheen 
] Woodgrains 
No Seam Papers 
No Seam Stripes 
CL) Quiltfoils 
Velourstripes 
RIBBONS 
ROPING 
SHINGLES 
SNOW—(ARTIFICIAL) 
SNOW PAPER 
[J STAPLES 
STARS 
}] SPUN GLASS 
} TACKERS 
VELVETS 
TIMBE RTONE 
Oaks 
Bricks 
Stones 
] Petaltone 
Snowtone 
Snow Blocks 
WINDOW SOX 
WOOD FIXTURES 


MAIL TO 


“The House of Service’ 








Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


CHICAGO LOS ANGELES 
‘ Firm.... 
‘ Display Manager 
‘ Street ‘ 
+ City State ‘ 


BACK THE ATTACK— 
BUY WAR BONDS! 





LURUNE | 


More Than A Name! 


A CORONET 
MANNEQUIN 


Has won the confidence of dis- 
play men everywhere because of 
its distinctively different beauty 
and artistry. 














The skillful attention to details 
. . . the smart lines and appear- 
ance of each Mannequin in our 
line pay handsome dividends in 
increased merchandise sales. 


* 


LOOKING FOR DISPLAY IDEAS? 


We have plenty of them in Metal 
Plastics and Novelties. 


Fixtures, 


Send for Catalog 





THE DISPLAY EQUIPMENT CORP. & 


147 WEST 371H ST., NEW YORK 18, N.Y. 

















For “SELE-SELECTION Displey 
USE 


King Pins and 
Displayettes 
KING PIN Presents: 


New Displayettes 
For Tickets and Cards! 





No. DD’Y2 ENCO GLASS SHELF CLIP—Great 
new favorite! Now you can suspend or erect 
cards on outer edge of glass shelves. Perfect 


answer whether show cases are used for display 
or stock. (Actual size above). 
$7.00 per 100. 95¢ per doz. 





No. ENCO'2 DISPLAYETTE—Handiest holder 
you'll ever use for small cards erected on flat 
surfaces. Supports cards at varying angles. 
(Actual size above). $5.50 per 100. 70¢ per doz. 


MAIL ORDERS INVITED 


Self-selection selling places new emphasis on 
card-ticket display. Customers want to know 
quantity, size, features, quality, value, ration 
news and price. Your distinctive cards will 
require unique display . . . use King Pins and 
Displayettes. 


Metal ‘Displays (0. of Chicago 


30 N. La Salle Street 














Chicago, linois 
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the opinion of “the other side” in this issue, 
where space was freely offered them to state 
their stand... . My friend and yours, Willie 
Baer, formerly with Bois-Smith Studios, 
New York, is in the Tank Corps, stationed 
at Fort Knox, Ky., for twenty-two weeks’ 
basic training. Write ASN. 32880047, Al18 
ARTC. He says: “I would love to hear 
from my former customers !” . Sign over 
the counter in an Indianapolis store: “Please 
do not offend the help!” Esher Bettis, 
formerly with Selman’s, Louisville, Ky., 
joins Davison-Paxon, Atlanta. . . . Vid 
Rosner, of Meis Company, Terre Haute, 
rides the winner into Selman’s. .. . Writing 
about Democracy is okay; living it daily 
is far better. Limiting the quantity of 
steel used in bed springs is resulting in an 
annual saving sufficient to meet the steel 
requirements for eighty-eight Liberty ships. 
That's what you call not lying down on the 
job. . . . H. Garfinkel, Peck’s, Kansas City, 
is now in Houston, with Sakowitz Brothers. 

Al Cook, Adler-Jones Company sales- 
man, is stationed at Camp Custer, Mich... . 
Walter Kramer, Garrison-Wagner Company, 
Chicago, is stationed at Camp Grant, Rock- 
ford, Ill. . . . In Lunn, Mass., Patrolman 


TRADE PERSONALITIES woz 


SEPTEMIBER, 1943 


Idward Ray arrested a mannequin. Making 
his rounds, he looked into a shop window 
and saw what appeared to be a male manne- 
quin with one arm upraised. He was about 
to move on when he saw the eyelids move. 
He drew his gun and ordered the bandit to 
come out. He did, and was booked for 
larceny. ... Pvt. John Hans, ASN, 36460220, 
ist, T. T. °G; B. ZT. C. No. 7, Atlantic 
City, N. J., formerly display manager of 
Steketee’s, Grand Rapids, wants to hear 
from friends—being busy is no excuse for 
not writing. ... The Berlin Radio Rats re- 
ported an order stopping the manufacture 
of clothing in Germany, with two excep- 
tions: “Pilot’s uniforms and mourning 
clothes.” . . . For contrast, there are 680 
flagmakers at the Brooklyn Navy Yard to 
meet the navy’s wartime requirements, work- 
ing around the clock. . . . William Neutz- 
man, formerly with Robertson’s, South Bend, 
moved on to Stillman’s, Muncie, and is now 
with Hill Brothers, Fond du Lac, Wis... . 
Jobs are changing fast. I can't keep up, 
going to press only once a month... . Lieut. 
Laura C. Willitt, formerly artist for L. L. 
Wilkins, Pizitz, Birmingham, is now. sta- 
tioned with the Wac at Washington, D. C. 


By TONY BRINKER 












JAS. B. WILLIAMS, INC., 
NEW YORK CITY 


Qs ANATWE OF KenTucky AND A 
MEMBER OF THE KENTUCKIANS” 

A CLUB OF NATIVE KENTUCKIANS IN 
NEW YORK CITY. WEIS weLL 
KNOWN "vo EVERYONE IN THE 

DISPLAY FIELD — AND IS PRESIDENT 

OF TWE NATIONAL 

ASSOCIATION 
OF DISPLAY 
INDUSTRIES. 
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OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


[ADISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 


Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 












RIBBONS 
by 
TAFFEL 


Send for Free Booklet 


TAFFEL BROS., INC. 


95 Madison Ave., New York 









CLAY COATED 
SHOWCARD BOARDS 


Beye 


Dir t and Jaren. ie: 


F. D. GOODLANDER- 


BOX 233 WABASH, IND. 








THAYER & CHANDLER AIRBRUSH 


for the particular artist 


Send for Catalog $2 


THAYER & CHANDLER 
910 W_VAN BUREN ST.,_ CHICAGO. ILL. 











145 to 15] 
W. 18th St. 
New York 


Manufacturers 
of 
Wood Letters 











Latest Stlle WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete L.ne of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., 32.\Y8S7,20%. ST. 








Telephone Chelsea 3-834] 








Please Mention DISPLAY WORL DD 
When Writing Advertisers 
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Earl Schmidt, display manager for the 
Grand Leader, Battle Creek, Mich., joins 
the Air Corps Engineers. This store 
and hundreds of others are in need of men 
and women for display. And, brothers 
and sisters, this is only the beginning. 

The Third War Loan Drive is on and the 
Red Cross needs nurses—36,000 this year for 
the army and navy. Let's get on the 


beam with some good windows and interiors 


even if display is a “non-essential” job... . 
Letting up now will make it more non- 
essential—and after Italy still come Ger- 
many and Japan. \ Studebaker em- 
ployee, Sgt. Frank Tomaszewski, sent home 
a Jap rifle from New Guinea—his reward 
for getting the sniper. He writes this: “Ii 
the owner of this gun had carved a notch 
on the stock for every American soldier 
he killed he would not have had room 
for another notch. We had been looking 
for this Jap sniper for a week, and our 
C. O. told us that whoever got him could 
keep his gun for a souvenir or send it home. 
I got him. He was tied up in a tree and 
was painted as green as the leaves. How 
long he had been there we don’t know. He 


was such an excellent shot that with this .25 


calibre gun we think he could split a hair 
at 300 vards.” 
Pass Along These Suggestions 
Via Window Display 
The Office of War Information, after 


carefully compiling reports of what the men 


and women in service want most for Christ 
mas presents, has suggested that the follow- 
ing information be passed along to the 
public to guide them in purchasing such 
gifts. In brief, service men do not want 
cigarettes, elaborate shaving kits, food, or 
commercial packages of “goodies.” Men 
stationed in different combat areas do not 
want the same articles, but in general these 
gifts are welcome anywhere: cigarette light 
ers that will light in the wind; shockproof, 
waterproof wrist watches, hunting or Boy 
Scout knives, and small, inexpensive cam 
eras with plenty of film. (Any film sent 
overseas may be sent only if contained in 
the manufacturer's original package, with 
the seal unbroken and showing no. signs 
of tampering.) Phonograph records are 


not acceptable, because of the possibility ot 
No perishable matter, 
inflammable mate- 
and lighter fluids, 
accepted for mailing overseas. 
the gifts chiefly 
theatres: 
weight leather gloves, 
fication bracelets, OD 
and lightweight shirts. 
fountain 
blades. 


good 


concealed messages. 
intoxicants, 
rials, including 
will be 

These 


no and no 


matches 


the 
medium 


are desired in 


various war Europe, 
identi- 


handkerchiefs 


fountain pens, 

socks, 
Italy, 

toilet 


wristwatches, 
pens, soap, articles, 
Middle E film 
andl pipes, cig 
China-Burma-India, 


razor 
and 
arette 


ast, cameras, 
lighters. 


material in 


cigars 
reading 
followed 


particular, by razor blades, com- 
pact shaving kits, combs, smoking tobacco, 
cigars, cigarettes, underwear, lighters, pen 
and pencil sets, sun glasses, wrist watches 
and cameras with film. 

Wacs in general want sheer stockings, 
girdles, bathing suits, rubber caps, garter 
belts, round garters, cosmetics, gloves, un- 
derwear, hairpins, bobby pins, safety pins, 
bedroom and shower slippers, towels and 
wash cloths, laundering materials. 
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<> 


Can a — has on 


sate 


A 


Can be tilted against 
any object 


Can pad wed - ‘ah 





Con wi wel flat on 


ie 


Can be used on in 
clined surfaces 





Hecht’s 


BLOUSE & DRESS 


SHELLS 


Smoo 


th Flesh Enamel 


TWO MODELS 


6 i 
3 of 


Fits ov 


Style 1 
For Blouses or 
Sweaters 


$2.45 


Style 2 
For Dresses 
or Suits 


$3.95 


n a Standard Carton 
Each Style, $21.75 


er top of any display 


stand or can be used on the 
floor inclined against any 
support fastened flat on 
panels, pillars or other surface 

suspended from ceiling or 
brackets placed on inclined 
surfaces, lattice, etc. Made of 


sturdy papier-mache finished in 
smooth skin texture and color. 


IMM 


EDIATE DELIVERY 


Hecht Fixture Co. 


212 S. Franklin St. 


Chicago 6, Ill. 
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 MILEO MANNEQUINS 
MIL ANVEQ WY 3 
ARE SALES |: 
> 
PRODUCERS 
> 
7 ‘ 
2 _... ‘ seat 2 
| ly made, Miles 
| Mannequins en , 
hance the beaut ; 
\ ot the garments 
} they display Mi 
leo Mannequins 
; Pes nee ae S 4 
EP PEA iat > 
> _ to work ye 
you A visit 4 
the Studio will 
r proht you Q)r 
write for phot 
graphs P 
P.C. MILEO 
7 WEST 36th ST. 
NEW YORK, N. Y. 
$ UY 105 Jr. Just off Fifth Ave. 
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ODDPORTUNITY EXCHANGE 








FOR SALE 
CHRISTMAS DISPLAYS 


©! Stensgaard’s DONALD DUCK me- 
chanical toy window unit. Good condi- 
tion. New last year. 


$250.00 


@s Plaster Reindeers. Natural size, full 
relief, for post or ledge trim. 


$200.00 
es Plaster lanterns, 26” high, full relief, 
lighted. 
$40.00 


@l2 4-teet Gold Bows. Made ot Metallic 
Board. Ideal for post trim if using 
garland decorations. 


$35.00 


Details and Photos or Sketches 
Sent Upon Request 


SMITH-BRIDGMAN & CO. 


Display Dept. Flint, Michigan 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 2666 Chicago 








WANTED 


mer, card writer and advertising man 


Combination window trim- 


for Virginia department store. $65.00 


per week. Write, giving experience, age 
and draft status. Address “S. D.,” care 
DISPLAY WORLD. 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 








WANTED TO BUY 
Cutawl, K-9-A preferred. Also Brischo- 
graph. What other tools have you for sale ? 
Address RASHBA 


1137 56th St., Brooklyn 19, N. Y. 
Windsor 8-6245 








ADVERTISING-DISPLAYMAN 


and showceard writer, thoroughly experi- 
enced department store man of proven 
ability. Steady, reliable, finest references ; 
position must be permanent. Address 


“W. D.,” care DISPLAY WORLD. 








Top-Flight Display and Adver- 
tising Man Available 


Thoroughly experienced in all types of 
store publicity, display, advertising, card 
writing. Now employed. Age 45, marrie1, 
draft exempt. Will consider only Class A 
department store or specialty shop. Pos1- 
tion must be permanent. Salary $85 per 
week. Outline your proposition. 


Address “‘C. B.” 


Care DISPLAY WORLD 











WINDOW DISPLAYMAN 


For women’s ready-to-wear store. Ex- 
cellent opportunity for man with expe- 
rience in window display and sign writ- 
ing. Knowledge of background-making 


necessary. 


DONENFELD’S, INC. 


35 N. Main St. Dayton, Ohio 








XMAS DISPLAYS WANTED 


We maintain 4 stories of show and stockrooms 
in the heart of Milwaukee’s business center, 
cover Wisconsin and Upper Michigan regularly 


and are looking for Christmas displays, set 


pieces, flowers, paper and novelties, AT ONCE. 


MIDWEST MANNIQUIN DISPLAYS 
843 N. Plankinton Ave. Milwauukee 3, Wis. 








Home Study 
“LESSONS IN WINDOW DISPLAY” 


low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Il. 








Assistant Display Manager Wanted 


Window display for high-type department 
store. Steady employment. Give full de- 
tails as to experience, draft status, salary 
desired, etc. Address Display Depart- 
ment, BERGNER’S, Peoria, III. 








DISPLAYMAN WANTED 
High-grade men’s wear store. Send sam- 
ple card work and give full information 
in first letter. 

WHITE & WHITE, INC. 

Pensacola, Fla. 
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Question: Some time ago you listed a 
mixture which gives the effect of frost crys- 
tals when applied to glass. What is the 
covering power of this mixture of stale 
beer and Epsom salts ?—Nashville. 

Answer: One of our readers who has tried 
this solution reports as follows: “I used 
ten bottles of beer to ten pounds of Epsom 
salts for the mixture. I covered 700 square 
feet of window glass and only used about 
one-third of the solution. The effect was 


Very LOC id.” 


Question: Will you please give us some 
pointers on taking care of our metal dis- 
play fixtures ?—Des Moines. 

Answer: Reflector Hardware 
tion, Chicago manufacturer of metal fix- 
tures, recommends the following: “Most 
metals do not need constant polishing. Reg- 
ular cleaning will keep the finish looking 
bright and new. (1) Use no abrasives. 
While a good rubbing with a gritty cleanser 
may appear necessary, remember that most 
metals have a transparent lacquer finish 
which will wear quickly when scratched with 
abrasive cleaner, thus exposing the plated 
finish to the elements and quickening de- 
terioration. (2) Chrome. Use a mild soap 
suds solution in luke-warm water ; rinse thor- 
oughly with clear water and dry with a 
clean cloth. (3) Nickel. Same procedure 
as for chrome. If the material is tarnished, 
a mild silver polish is recommended, but the 
results are only temporary. (4) Cadmium 
and copper. Same treatment as for chrome. 
(5) Aluminum spray or enameled surfaces. 
The same treatment as for chrome, but be 
careful to use a minimum of rubbing. These 
are only surface finishes and will chip when 
abused. It is wise to use touch-up paint 
on these chipped surfaces. (6) Stainless. 
Either a dry buffing powder or any type of 
soap suds solution will give excellent re- 
sults. (7) Zine. Same treatment as for 
chrome. While the strength of the soap 
suds solution depends on the condition of 
the object to be cleaned, you will find a 
formula consisting of one-half cup of soap 
flakes to a gallon of warm water very prac- 
tical.” 


Corpora- 





WINDOW DISPLAYMAN 


A good opportunity is open in a 


medium-sized store with modern 


front. 


BERGMAN’S BON TON 


Altoona, Pennsylvania 








YOU NEED ONE OF THESE BOOKS 


Lettering Made Easy—How tto Paint Signs, 
Showcards, $2.00; Modern Interiors, $1.95; Car 
tooning, Commercial Art Made Easy, $2.50; 100 
Alphabets, $3.00; 1,000 Show Card Layouts, $5.00; 
Modern Brush Lettering, $3.00; Amateur Artist, 
$1.50. Postpaid; free list. SIGN PUBLISHING 
CO., Dept. DW, Farmington, Missouri. 








WANTED 
Man for Window Trimming and Show 
Card Writing for Department Store. 
Will pay satisfactory salary. 
GRABER’S STORE 
Paragould, Ark. 
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Colors Used In Display 
Can Greatly Affect Shopper 

Displavmen have long studied color and 
color combinations in interpreting the dif- 
ferent and merchandise, but now 
come two authorities who present tangible 
evidence of the effect of different colors on 
individuals. Quoting from the Magazine 
Digest, Toronto: 

“Dr. Fere, an authority on 
in studying the effects of colored light upon 
muscular activity found that in ordinary 
light the muscular activity was 23 units. It 
increased to 24 units for blue, to 28 for 
green, 30 for orange, and 42 for red. The 
colors in the red and purple section of the 
only 


seasons 


this subject, 


spectrum are not warming—they are 
distinctly energizing. 

“Dr. another man 
terested in such experiments, after submit- 
ting a person to a given color for five min- 
utes could detect differences in the effects 
of the various colors upon tapping activity, 


Pressy, equally = in- 


mental ability, memory, ete. He found 
people with a pronounced intolerance to 
certain colors, while the mental processes 
of one individual took 20 per cent more 


time under the influence of one color than 
another. In general, his experiments showed 
that tapping activity in people 
more uniform with green light, slower with 
blue, and decidedly quicker under the in- 
light.” 


most Was 


fluence of red 
Excellent Business Reported 
On Display Heads And Busts 
Siegtried Liebmann, 2558 Grand 
course, Bronx, N. Y., reports unusual cur- 
rent interest in display heads and_ busts, 
items manufactured by his firm. He 
specializes in display 


Con- 


also 


modernistic designs. 


DISPLAY WORLD 


USE THESE THEMES 
DURING OCTOBER 
[Continued on page 22} 


continuous job and 
starts the 
displays on 


her hands on. It’s a 
while the official second 
half of next month, the this 
subject should be repeated at regular inter- 
The official poster will be mailed to 


drive 


vals. 
retailers. 

These pointers may help you in planning 
your display for the drive for tin cans. If 
every housewife in the nation saved just two 
cans in one week it would provide enough 
scrap steel for the steel in the hulls of three 
cruisers and tin tor twenty submarines. One 
hundred tin cans will provide the steel used 
One thousand 
milli- 
meter tank gun. Two tin cans provide the 
tin used in a syrette (a small hypodermic 
morphine to 


in a hundred 


tin cans equal enough steel for a 37 


pound bomb. 


syringe containing enough 
deaden pain for trom ten to fourteen hours 
in the event wounded). 
Twenty-eight thousand tin cans will provide 
the metal for and 3,100,000 will 


supply enough for a submarine. 


a man is seriously 
a torpedo 


Start to put the punch of 
your display windows behind the four sub- 
this article. The help of 
displayman is needed urgently 


planning now 


jects covered by 
every 


Mannequins Take Over 
For Live Models 
At a 


tion by 


fabric and 
Brothers, 


recent pattern presenta- 
Houston, 


customary live 


Levy display 


mannequins replaced the 
The 


ledge in the center of the department. 


models. figures were 


Ralston is the store’s display manager. 
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—"You'll be glad to know, Jackson, that our grocery department reports a sell-out in pumpkins'"— 


ranged on the 


Jack | 
| 





| Have You \\ 
Met Our 


3 SISTERS?” 





They're just right for your 
‘teen age garment dis- 
Today plays. Like all of our fig- 

; ures they're smart, lively, 
For Photos! and in step with today! 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MILWAUKEE: Midwest Manniquin Displays, 

834 N. Plankinton Ave. 
MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West. 


SAVE TIME! SAVE LABOR! 


USE THESE 
SIZE DIVIDERS 


To Make Selling Quicker, Easier 1 


16 | 
i al 


EVERY STORE NEEDS THEM 


Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 23," diamerter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 

10c 


12” high by 4” wide. Either style, each 
NATIONAL HANGER CO. Inc. 


I nmeJiate Delivery 
545 EIGHTH AVENUE NEW YORK CITY 
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NEW— SILVER 


Sparkle Jewel Paper 
for Christmas Displays 
DIRECT FROM MANUFACTURER 


Adams Banner & Display Co. 


730 7th Avenue New York City 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 


be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we’ll find out for you. 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


If you do not find 


If we do not have the information 
Avail 


[j Air Brushes 
() Airpainting Equipment 
{) Animated Signs 


() Artificial Flowers 
() Artificial Snow 
_| Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
() Composition Pieces 
] Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 

] Display Letters 
‘} Display Racks 
] Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
] Fixtures 
] Flags and Banners 
C) Foils 
{) Glass Specialties 
[) Grass Mats 
[) Hosiery & Shoe Forms 
(} Invisible Glass 

) Lacquering Outfits 
[) Lamp Coloring 
() Lithographed Displays 
[) Mannequins 
[) Mouldings 
[}) Metal Sheets 
_] Millinery Heads 
[] Motion Displays 
}] Motion Mechanisms 
() Natural Foliage 

]) Pageants & Exhibits 

) Paper Sculpture Displays 
(} Plaques (Window) 
() Papier Mache Specialties 
() Photographic Blowups 
[}) Plastics 
(} Price Cards—Tickets 
() Price Ticket Holders 
{) Sale Banners 
_) Socks—Window 

} Show Cards 
{} Show Card Colors 
[) Show Cases 
() Show Case Lighting 
(] Signs—Card Holders 
_) Signs—Brass—Bronze 
_) Signs—Electric 
() Sleeve Forms 
') Stencil Outfits 
{] Stock Posters 
[) Store Designing 
] Store Fronts 
_} Tackers 

] Time Switches 
] Turntables 
{) Valances 
C) Wall Board 

CL) Wigs 

[) Window Lighting 
you wish a copy of their catalogue? 
you plan to remodel your store soon? 
you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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Display Manager 
Street 


State 
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SEPTEMBER, 1918 
A special meeting of the displaymen of 
the metropolitan area of New York was 
held in connection with the Fourth Liberty 


Loan drive. E. Dudley Pierce, Sibley, 
Lindsay & Curr, Rochester, president of 
the International Association of Display 


Men, was among the speakers. 

Jack Morris, formerly assistant display 
manager for Gimbel Brothers, New York 
City, resigned to head display for New- 
comb, Endicott & Co., Detroit. 

News item from New York, as reported 
in Merchants Record and Show Window: 
“The lack of helpers in the windows is al- 
ready keenly felt here, and prsctically un- 
skilled assistants are now getting around 
$25 a week.” 

The Fourth Liberty Loan drive got under 
way among Chicago displaymen with Ar- 
thur Fraser, Marshall Field & Co., head- 
ing the local committee. Other displaymen 
taking important parts in the campaign were 


Clarence Herr, The Fair Store; Allen 
Kagey, Mandel Brothers, and J. E. Tanne- 
hill, Carson Pirie Scott & Co. 

A. L. Meadows left The White House. 


Beaumont, Texas, to head display for 


Washer Brothers, Fort Worth. 


SEPTEMBER, 1933 


At the meeting sponsored by the Chicago 
Display Club to reorganize the Interna- 
Association of Display Men there 

pia) 
present, including five 
association: Ben 


tional 
were 108 delegates 
past-presidents of the 
Millward, Cameron, Joe 
W. L. Stensgaard, and James Everetts. J. 
W. Campbell, Carson Pirie Scott & Co., de- 
livered the address of welcome and urged 
the necessity for a strong national organiza- 
followed by an address 
along the same line by Nathan Silverblatt, 
manager, DISPLAY WORLD. Carl 
Haecker, Montgomery Ward & Co., Chicago, 
a reorganization plan which was 
Howard Oehler, Wieboldt's, 
presided at a luncheon which followed. 
Among the other were Everett 
Quintrell, Elder & Johnston Company, Day- 
ton, W. L. Stensgaard, and Sol Fisher, 
Fisher Display Service, Chicago. The an- 


Jack Chadwick, 


tion. This was 


presented 
well receive 1. 


speakers 


nual dues for the revived association were 
set at $10 per year, this to include a sub- 
scription to either DISPLAY WORLD or 
Merchants Record, as desired. Carl 
Haecker was elected president, 
Westerman, Commonwealth-Southern Cor- 
poration, Jackson, Mich., was named secre- 
tary, and James H. Everetts, M. L. 
Company, Davenport, was appointed secre- 
tary. 

Men's Asso- 
ciation held its third annual convention at 
Omaha, with about 75 displaymen and their 
Wives present. Maurice Swander, Des 
Moines, president for the past 
succeeded in office by Jess Erskine, Sioux 
City. 


The lowa-Nebraska Display 


vear, Was 





George 


Parker 
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ister—you're getting paid in DYNAMITE! 


_. NOT KID OURSELVES about this. 
_4 Our pay envelope today is dynamite. 

If we handle it rong, it can blow up in 
. . lengthen the war... and 
maybe wreck our chances of having 


our face . 


happiness and security after the war. 
The wrong way to handle it...and why 


The wrong way is for us to be good-time 
Charlies. To wink at prices that look 
too steep . telling ourselves we can 
afford to splurge. 

We can’t afford to—whether we're 
business men, farmers, or workers. And 
here’s why: 

Splurging will boost prices. First on 
one thing, then all along the line. 

Then, wages W ill have to go up to 
meet higher prices. And higher wages 
will push prices up some more . . . faster 
and faster, like a runaway snowball. 

The reason this can happen is that 
there is more money in pay envelopes 
today than there are things to buy with 
it. This year, we Americans will have 
#5 billion dollars more income than there 
are goods and services to buy at present 
prices. 45 billion dollars extra money! 

That’s the dynamite! 

The right way to handle it...and why 


Our Government is doing a lot of things to 


keep the cost of living from snow-balling. 

Rationing helps. Price ceilings help. 
Wage-and-rent stabilization helps. High- 
er taxes help. They're controls on those 
dangerous excess dollars. 

But the real control is in our hands. 
Yours. Mine. 

It won't be fun. It will mean sacrifice 
and penny-pinching. But it’s the only 
way we can win this war... pay for it 

and keep America a going nation 
afterwards. 

And, after all, the sacrifice of tighten- 
ing our belts and doing without ts a 
small sacriice compared with giving 
your life or your blood in battle! 


Here’s what You must do 
Buy only what you absolutely need. And 
this means absolutely. If you're tempted, 
think what a front-line soldier finds he 
can get along without. 
Don’t ask higher prices—for your own 
labor, yourow Nn services, OF Zor ds you S¢ II. 


Resist pressure to force YOUR prices up. 

Buy rationed goods only by exchanging 
stamps. Shun the Black Market as you 
would the plague. 

Don’t pay a cent above ceiling prices. 

Take a grin-and-be2r-it attitude on taxes. 
They must get heavier. But remember, 
these taxes help pay for Victory. 

Pay off your debts. Don’t make new ones. 

‘etting yourself in the clear helps keep 
your Country in the clear. 

Start a scvinas account. Buy and keep up 
ado-vate life inse-rance. [his puts your 
doliars where they'll do you good. 

Buy more War Bonds. Not just a “per- 
cent” that lets you feel patriotic, but 
enough so it really pinches your pocket- 
book. 

If we do these things, we and our 
Government won't have to fight a post- 
war battle against collapsing prices and 
paralyzed business. It’s our pay envel- 


ope It’s up to ws. 


Ni Use it up ¢ Wear it out 
KEEP PRICE D @ Makeitdo e Ordo without 





This advertisement, prepared by the War Advertising Council, is contributed 


by this Magazine in co-operation with the Magazine Publishers of America. 

















DOUBLE MONEY 


* 


There’s no need to repeat the obvious fact that this war is 
waged with the dollars as well as the work and fighting of 
our people. 


We are mentioning the 3rd War Loan, in this message, as a 
shrewd and selfish opportunity for you, and each of us, to 
safeguard individual futures. 


First, the money you spend NOW (instead of buying these 
bonds) buys an already diminished and fast dwindling value in 
goods. You buy on a sort of economic “‘short-change”’ basis. 
That's inflation. 


Second, the money you put into these bonds not only 
increases in amount, but is most likely to buy you considerably 
larger values when you spend it later. 


Third, it is DOUBLE MONEY-~ in that it helps NOW to win 
the war and helps later, when you spend it, to win the peace 
for you and your family. 


It helps protect you against inflation because it does not 
compete with war needs for available goods, and it helps pro- 
tect you later when you make the transition from wartime to 
peacetime. 


It is DOUBLE MONEY in its accumulation of amount and 
buying power. It is DOUBLE MONEY in its protection of you 
and your family NOW and again LATER. 


You cannot do a smarter thing than buy 3rd War Loan Bonds 
with every cent not required by your immediate necessities. 


OLD KING COLE, INC. 


CANTON ° OHIO 


50 Years in Display...Now i00% in the War 

















